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A Checks All AdYertising. Ldbeling 
For Nfw Drug Applications Since 1938 



Wjo.liri>rtf tort — Over strong indus- 
iry' objeciions^ FDA li;js dtrcKlccl to 
all for review of all drug adverlis- 
'in;g» as well ;is labeling artd pronio- 
litiltJ ni ate rid I, in its newly effective 
review and updating of all "rtew 
Idrug" applications since 1938. 

And advertising agcneies will likely 
Jiavlg nfevv and closer liaison with drug 
manufacturers on wording of adver- 
liting. Also, over drug industry's an- 
gufched proiests, FDA w^ants a top 
Mficcr irt the producirtg firm to as- 
jumc responsibility for signed staie- 
Vmts that advertising and promo- 
ionial material coincide accurately 
vith clinical and other facts ;iboul the 
Iruf. Final elearartce for ad copy 
ould hcrtcefbrth rest with this jus- 
ifiably Uneasy individual. 

^lanufacturers of over-the-counter 
rugs claimed the advertisirtg is out- 
idt FDA jurisdiction, and there is 
[fig in the 1962 Hiirris-Kcfauver 
)nS| Amendments that would sus- 
cnd a new drug ort the basis of ad- 
eriiSirg claims. (See "Wce^k irt Wash- 
iflEfn," p. 13, for cortgressiortal corti- 
mmi on FDA-FTC overlap on prod- 
et labeling and advertisirtg.) 
In last week's urtnouncement by 
DA of its updating regulations re- 
jiring clinical proof for cffective- 
as well as safety of several thou- 
.nd drug products, the department 
;{&iidcd its right to eheek advertising. 
FDA says new drug applications 
ramit the firms to advertise and pro- 
otp new drugs only for uses which 
ivc been approved. Advertising for 
ly "unapproved" conditions can 
irjig suspension under the law's pro- 
*i©n against untrue statements of 
iterial facts — ergo, review of ad- 



vertising is going to be retained. Ad- 
vertising claims must agree closely 
with elairtis irt labeling and other p.r. 
material. 

I'urtdamental reporting job for drug 
firms updating their existing "new 
drug" applications includes: (1) 
Whether label and all p.r. rtiaterial 
rtow in use make the same claims 
covered in original application; (2) 
if other claims arc being made, sup- 
porting proof must be submitted; (3) 
whether current p.r material, in- 



cludes any clamis not f.urly supported 
by elinic.d and other experience, and 
whether any ill effects have come to 
light. 

If there are any discrepancies be- 
tween claims in the advertising and 
labeling and proniolion, as ag.iinst 
facts in the application, 1 DA w.mts 
to know what the firm intends to do 
about it. All this will be due within 
I 20 days of the effective date of the 
new rules, which is May 29. 1 '">4. 
Within 60 days, manufacturer must 
report which of its approved drugs 
are still ort the market, which were 
iliscontinued and why. Annual re- 
ports will h.ive to be made on jnv 
changes in claims or new irtforrna- 
tion. 



ABCs Coyie: Use Satellites to Carry 
Commercial Television Programs Abroad 



Colunibus, Oliio — A call for com- 
rtuirticatiorts satellites to carry coui- 
mercial television programs across the 
World was sounded by Donald W. 
Coylc, president of ABC International 
Television, Inc. 

Speaking before Ohio State Uni- 
versity's Institute for Education by 
Radio-Television late last week, Coylc 
declared: "If we believe in free enter- 
prise, let Us be critcrprising in our 
efforts to find better ways to increase 
world trade. Commerce is communica- 
tion, basic communication, yet we 
have ignored the needs of commerce 
in television's space age." 

Underscoring television's impor- 
tance as an economic motivator, 
Coylc said, "I feel that we should 
learn all we can about the use of 
satellites not only as transmitters of 
programs, but of commercials, too." 

Coylc urged companies engaged in 



Weaver: Pay Tv Will Promote Color 



W»,bingfon — Sylvester L. (Pat) 
Weaver plugged his Subscription 
Tv, Inc. before members of the 
FCC Bar Assn. here last week, 
d predicted that pay Iv's influ- 
nte would "make everyone buy 
a eol'or tv set." 

WigaVcr predicts that advertiscr- 
iKp^ofted tv will continue to get 
Ihe lion's share of home viewing 



in America — but he also predicts 
audio-visual services will be 80 
percent by wire and only 20 per- 
cent by air in the future. Wired serv- 
ices will include automated mer- 
chandising for home subscribers. 

Weaver said if the California 
referendum goes against pay tv, the 
matter would go all the way to the 
Supreme Court. 



international trade to "consider the 
importance of television not only as 
a means to showcase products and 
services, but as a factor in creating 
a favorable climate in which to do 
business." 



STV to Play Watchdog on 
California Broadcasting 

Los Angeles — The pay tv contro- 
versy in California look a new turn 
last week with the announcement by 
Robert F. MacLeod, vice president 
in charge of marketing for Subscrip- 
tion Television Inc., that ST\' intends 
to monitor all broadcasting in the 
state between now and November "in 
order to detect any violations of the 
Federal Communications Act." 

Referring to the pay tv initiative, 
which goes to the electorate in No- 
vember, MacLeod charged that "while 
most stations, radio and television, 
have been unbiased in their presenta- 
tion of news relating to petitioners' 
signature-gathering and the initiative 
measure, generally, some stations have 
not observed all the provisions of the 
FCA, particularly Title 47, Section 
315." 

The provisions cited, according to 
MacLeod, state in part that broad- 
casters have an obligation under the 
act to "operate in the public interest 
and to afford reasonable opportunity 
for discussion of conflicting views or 
issues of imponance." 
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Leaders Ask Canada to Split Industry 

BBG and CBS heads want public and private carhpi to 
go separate ways, but Dr. Stewort sqys CBS should 
be non-tommercidi while ads support private stations 



Ottawa, Canada — Broadcast ad- 
vertising dollars in Canada, including 
those floating across the border from 
U.S. agencies and clients, may be 
channeled entirely into the independ- 
ent outlets in that country if parlia- 
ment follows the suggestion of Dr. 
Andrew Stewart, chairman of the 
Board of Broadcast Governors. 

In a report prepared for the gov- 
ernment and tabled in the Commofls 
by Maurice Lamontagne, Canada's 
new Secretary of State, the BBG 
chairman recommended that the 
Canadian Broadcasting Corp. should 
be operated on a non-commercial 
basis, thus leaving advertising revenues 
to support private stations. All the 
public funds allotted by parliament 
for direct broadcasting support. 

Supreme Court to Hear 
C-P's Rapid Shave Case 

Washington — The Supreme Court 
has decided to hear the FTC argu- 
ment for its right to decide when tv 
mock-ups deceive the public. The case 
in point is Colgate-Palmolive's Rapid 
Shave commercial, which FTC cited, 
together with the Ted Bates advertis- 
ing agency, for depicting a fast shave 
for a piece of sandpaper, using a sand 
on plcxiglas mock-up (see Sponsor's 
Friday at Five, May 25). Lower 
courts agreed with the FTC on the 
particular order, but remanded the 
opinion for rewrite as being too harsh 
on tv mock-up techniques in general. 

FTC is now appealing for the right 
to do the deciding on when camera 
tricks are a technical necessity and 
when they amount to sham via sub- 
stitute materials. 

The Colgate brief told the high 
court the issue should not be made 
over materials used in mock-ups, but 
whether they fairly represented what 
a product could do. 

In hearing after hearing — on the 
hill, in administrative agencies, in 
courts — television's impact has been 
acknowledged as the greatest of any 
media. In govcrment view, its reach 
is too universal, and its global pro- 
pensities arc just around the corner 
in time — when this country's modus 
vivcndi will be on international dis- 
play. 



should be applied to the publicly- 
owned CBC, he added. 

The report Was one of four pre- 
pared for Lamontagne by the three 
top men in the Canadian broadcast 
field who have since come to be 
known as the *'troika": Dr. Stewart; 
Alphonse Ouimet, president of CBC; 
Don Jamieson, president of the Cana- 
dian Assn. of Broadcasters. Each of 
the men presented an individual re- 
port and one was submitted jointly 
on industry views of major problems. 

Both Ouimet and Dr. Stewart look 
somewhat aggressive stands on the 
need to divide the private and pub- 
licly owned segments of broadcasting 
into self-operating camps — CBC be- 
ing on its own to operate the public 
system and to report to parliainent, 
while a second body, responsible to 
parliament, would run private broad- 
casting. Jamieson's report said that 
some central authority seemed neces- 
sary. 

In addition to the dramatic dis- 
closures on the reports, it became 
obvious that the broadcast industry in 
Canada, one of the \vorld's most ex- 
amined by commissions (royal and 
otherwise), committees and volun- 
tary critics, will again be micro- 
scoped. 

Lamontagne told the Commons 
that there would be a fresh look at 



broadcasting by a three-fmaxi com., 
tee appointed by hinwelf. The dattir 
mittee, headed by R. M. Fowler, Sfi 
of Montreal, who was chaiijtian of the 
Royal Commission on Bj-oailBastiiig, 
1956-5'7, will meet this west to s^ 
work on the project Which the gph^fc 
ment would like submitted plJly asi 
year. Fowler is president of the CaiWf 
dian Pulp and Paper Assn. 

There will also be a special euit- 
mittee on broadcasting set Up ijj 
1%5 parliamentary session. The s&v 
erriment will ask it to study spe^ 
proposals. 



Sees Worlcf-wide 
Mafketing Vfa Tv 

New York — Leonard GoM- 
enson, president of Ain#-i^ 
Broadcasting - Paramount Thm- 
tres, Inc., envisions world-wide 
marketing by advertisers throuiii 
television. 

In a speech before the Ssiit|y 
of American Business Wrttess 
last week, Goldenson imJicafed 
tliat some advertisers are no* 
making plans f Or using tbi m!& 
television prografli at the san® 
hour of the same night of the 
week throughout the world 2P 
part of their merchandising prO- 
gramv 

"If a program is popular in 
the United States," he ssfC 
"there is a good ehanc© ii will 
be equally popular in most oSelc 
parts of the: free world.*' 



ANA, AAAA, NAB Tangle With Sticky Wickets 



New York — AAAA, ANA and 
NAB representative and a blue rib- 
bon group of agency, client and 
broadcast leaders were reported to 
have made further progress on thorny 
issues during the third in a series 
of closed-door sessions held last week. 

Hosted this time by the American 
AsSn. of Advertising Agencies — first 
and second meeting hosts were the 
National Assn. of Broadcasters and 
the Assn. of National Advertisers — 
the meeting further promoted a can- 
did exchange of views on ratings, 
"clutter," the NAB Code, public atti- 
tudes toward commercials, commer- 
cial clearances, the decible level on 
commercials and a Scientific advisory 
pane! to work with the NAB. 

Most substantial news to come out 



of the meeting is that there is unsB 
ity favoring a continuation of f 
series, with the next to be hosted 1 
NAB. 

While the partisan perSpicti\ji 
still sharp on some of the' 1^ 
covered, and the choke of lan^a 
in making a piOint cjould tKcaslotta 
be cglled sharp,, the meelirtg br0O|- 
no controversial flare-ups. 

Agencies and their clients, h 
emr, are fidgety in the area of st 
control, the aim Of NAB in pam'i 
the ide^a of a scieniifip advisog' { 

Both sides, howeverj are Ski 
agree that the purpose of the pa 
is solely to help the b'roadeajst irt 
make certain that the evidtn^ 
s:ented in commercials is "Mast 
and possible." 



Televishn h the onit/ 
efficient wat/ to reach the 
49'COunlj/Noiih Florida/ 
South Georgia reffional market, 
ami WJXZ Jacksonville 
is the Of ill/ television station 
to blanhet the total area 
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27 Tv's cost spiral: how high is up? 

Comparison with Sponsor article oj 10 years ago indicates that 
"ceiling" costs have hit clouds today, still continue to rise 

30 Local radio sets teens hopping for h.i.s. 

Spot helps sportswear nianujactnrer spiral his sales 50 percent 

36 The package — a vital link between tv and the shelf 

Agency creative men feel that repeating copy from advertising 
on package can aid at poini-of-piirchase 

TIME/BUYING & SELLING 

38 Executing the media plan 

A step-hy-step description of tv spots purchasing in the fictional 
"Birdley" market details how research tools are used to determine 
the "best hay" 

TV MEDIA 

40 Co-sponsorship stages strong network comeback 

Ten-year trend toward participation sponsorship is being reversed 
as sponsors once more seek impact and identification — even at 
risk of show failiue 

43 Admen help put candles on "Late Show" cake 

Long-run movie showcase on WN AC-TV invites agency w'its to 
compete in novel Hub City promotion match 

RADIO MEDIA 

44 National sponsors drawn to FM group sales 

rCC approval of unique "unit" representation plan provides one 
approach to problem of seUing the vabies of FM as an ad 
vehicle for major sponsors 

44 What the Detroit test means to ARB rating plans 

A question and answer study of what will follow the recently 
completed ARli-RKO General tests 

SYNDICATION & SERVICES 



46 How to record a tough remote — at half the cost 

Mobile Video Film system combines best of motion pictiue, video- 
tape techniques, speeds film from camera to air in two hours 
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WHEN IT COMES TO WOMEN... we've got all the good numbers 



Inthe booming 5th market, WJBK-TV covers the biggest spenders like an umbrella! Who are the 
biggest spenders?The 18-to-39-year old queens of the pocketbook who shower us with affection. 
WeVe been going steady with them for a long, long time because we've got what it takes to keep 
them happy . . . intriguing programming, featuring great movies and variety shows, the best of 
S, a full hour of dinnertime news. Call your STS man. He'll introduce you to our charmers. 
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liiuk ill 1927, a young man came to 
VVashinglon from llio ranch lands of 
riah and ojjened a small rool hcor 
stand will) $500 in savings. Today, 
I lie root beer stand opened by tlial 
Yoinig Westerner — J. Willard Marr- 
iott, president of Hot Slioppes, Inc. 
— has nuisbroomed into a national 
chain of 111 restanrants, cafeterias, 
luxury motor hotels and airline and 
institutional feeding services. Mr. 
Marriott has made I lot Slioppes' 
"Food for the Whole Family" a din- 
ing-ont tradition with the help of 
linrd-hil ling ad\ i rtising programs, 
inclnding saturation usage of highly 
distincti\ eradiospots.W \\ DCthanks 
I lot Slioppes and its agency, M. 
Uclmont \'cr Standig, Inc.. for t he 
privilege of playing an important p;irt 
in I his success story through t he y cars. 
Hot Shopi)cs restaurants have a 
famih appeal — and WW DC. is the 
"station that keeps profile in mind." 
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What's behind the "CBS look "? 



■ On May 20 Louis Dorfsman, creative director of CTN, was 
pointed director of design of Columbia Broadcasting System, Inc.* whicll 
means the parent corporation. 

The announcement piqued my curiosity. 

Or maybe my long-time fascination with the extraordinary con- 
sistency and good-taste of CBS graphics made me wonder how a "direci- 
tor of design" fitted into the scheme of things. 

Dr. Frank Stanton was as gracious and attentive as evgr when 1 
dropped in. But an extra measure of warmth and enthusiasm was m\r- 
dsnt when I explained my visit. 1 soon learned what 1 wanted to knovs?. 

With the new CBS building well on its way, a deluge of corpofatf 
projects involving the graphic arts are, or soon will be, in the making. 
Usually the three complete art and copy units housed within CBS di- 
visions (CTN. CTS and CRl) bore the brunt of these corporate projects. 
Sometimes they are farmed out. Dr. Stanton decided that the time had 
come to take one of his gifted and distinguished creative specialists and 
set up a corporate unit. Lou Dorfsman was the choice. 

We spent a pleasant hour talking about what I choose to call 'Ihf 
CBS look." 

In my experience it is an exceptional lawyer who writes inviting 
prose. But there is Arthur Train. Or an engineer who distinguishes 
himself as a statesman. But there is Herbert Hoover. Rarest of alk 
though, is the research man who is as interested in the form as tjie 
substance. 

But there is Frank Stanton. 

This year he won the coveted Architectural League of New York 
medal for the individual outside the professions of architecture and the 
arts who has "exerted a most potent influence in promoting the devclep* 
nient of art in industry and whose past record has Shown a most SM#- 
cessful and practical application of artistic ideals to actual cOrrtmifC&ill 
production." 

He is currently chairman of the art committee and a member of tb^' 
board of Lincoln Center. 

Tlierc is no doubt that so long as Frank Stanton is at CBS |ke 
standard of excellence that characterizes everything he can control will 
continue high. His problem, and I am sure he h working on it, is 
pcrnetuatc the "CBS look" and the "CBS imasc" after h" leaws. 

He recently made this statement on corporate design: "I thSlk: 
there are few needs greater for the modern, large-scale corpfOrailBnJ 
than the need for a broad public awareness of its pcrsonality^it§ mm& 
of values. Increasingly I think modern corporations are rccogniiinB^ 
the high cost of impersonality. Everything wc produce at the Columbia 
Broadcasting System, including our own printed advertising, reports 
documents and promotion, is carefully considered from the vicwpatoi 
of the image wc have of ourselves as vigorous, public spirhed, profilabk 
motlern enterprise. W^e believe that we should not only be progleifeN 
but look progressive. We aim at excellence in all the arts, incfudiiif tte 
art of self-examination." 
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Today, the majority of corporation 
executives are college-educated. 
Tomorrow, the demand will be even 
greater. 

A college education is becoming 
increasingly important to the potential 
executive. It develops the kind of active, 
logical mind it takes to meet the 
challenging problems of the modern 
business world. 

But the price of developing educated 
manpower is high, and getting higher. 
Colleges are finding it difficult to provide 
all the facilities that are necessary to 
maintain the highest educational 
standards. 

If our colleges are to continue supplying 
American business with superior new 
talent . . . they need help. College is 
the best friend business has. 

Support the college of your choice. 
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A n ''I III tiffe 'Ad 

Actually, n network's imago can't bo projnctod on a 
printed pagn. It's what appears on the screen that counts. 

That's why the imago of the XBC Tolovision Xetwork 
is stronger than ever. Just look at some of the highlights of 
this past season: "The American Revolution of "03" the 
throe-hour civil-rights special that became the year's most 
honored program; "The iluntley-Brinkley Report." the 
nation's foremost news series; "Bonanza." television's 
most popular entertainment series: "The World Series." 
the country's outstanding sports event; anrl television's 
biggest schedule of color programs. 

iVo wonder our last season's television billings were the 
largest in our history. 

And our on-screen image looks even brighter for ne.vl 
season, with: the return of [ack Denny, Danny Thomas 
and Alfred I litchcock to our all-star schedule; the debut of 
some of the year's most promising new entertainment 
series; exclusive American coverage of the 1964 Summer 
Olympics, from Tokyo; the return of XCAA Football 
to our lineup; and Presidential Year Convention and Elec- 
tion coverage by Chet I iuntley. David Brinkley and the 
NBC News staff. 

No wonder every single prime-time program series on 
our /orthcoming schedule has already won important na- 
tional sponsorship. Our image has never looked brighter. 

Look lo iVflC /or ihe bcsl comb nol n 0/ ncn s. cr> er! . mmrnl J portu 
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'Y\\t broadcsasl advertising in" 
tljustry hns developed — If yon 
can picture the iniage — a Wnd of 
aural cpllou$. It has padded the in- 
stiint reflex of the collective indusr 
try c*1j ''yith a lamination of the 
saiTie words until those words bring, 
no pain* agitntisan or hostflity. 

They do bring passive reaction 
like "canecrn,'* "unciisincm" '*re?- 
grct:' 

The words? 

'Triee spirpJ" and '^ceiltnw" irnd 
"relative increases'" and "'oui-cyf- 
Ijng eost;;"' and even '*miscellancQus 
expenses," as cjtaniplcs. 

These are some tclevisten pro- 
graming words that have been heard 
with such frequoncy over the ppst 
decade that they have grown thtek 
and shapelc'^s. and it has beconie 
piirt of the cxBreisc to acknowledge 
them with a nod in their direction.. 
Biit the intensity of their nieanlng 
in broadcast advertising has; been 
bluntc4l. 

Feeling that it i** time to pay heed 
VP these words which have beconie 
very real threats to industry well 
bcinj;, v\e present an article on 
broadciist program costs (beginning 
oi) page 27), which \^ill help us: all 
better to hear the warning the 
words contain. 

Bill Ruchti, OUF senior editor, 
uho researched the story, mafees 
quite a point of not pointing a fin^ 
gcr of accusation, but only of citing 
a fever in the fumily. I think it also 
says, to quote Luke, Chapter 1\', 
verse 23. 'i'hysician, heal th\- 
sKlf ..." 




Praises Yardstick Story 

Your man Bill did an excellent 
job for Crosley Broadeasling in 
handling the Yardstiek. story (May 
4). 

He eerlainly gave it the em- 
phasis that its industry-wide ae- 
ccptancc indicated should be given 
it. I particularly appreciate the 
fact thai his interpretation was 
correct in spile of the fact that 
he couldn't spend very long with 
me gelling "the full treatment. " 

I only wish some of our own 
people, particularly our salesmen, 
could understand it and tell the 
story as well as Bill did. 

Incidentally, tell Norm not to 
worry loo much about the mis- 
quotes on "WLW." I had a noie 
from your man in Duluth and 
appreciate very much the correc- 
tion that came out this past Mon- 
day. I could only suggest that 
some day, when the magazine 
bills a million dollars, you try to 
gel rid of the typewriter that Bill 
uses. It types exactly like, and in 
fact it probably is, the one I used 
at Spon.sor six years ago. 

Sam B\V. Schneidf.k 

WLW lindio Sales Manager 
Easlern Division 
Cincinnati, Ohio 

Pleased with TvAR Story 

Just a short note to express our 
appreciation for the space you de- 
voted in the May 25 issue of 
Sponsor to "How to be a giant." 
From prior experience. I know this 
story will bring our presentation 
to a great many people. 

I'd also like to extend my com- 
pliments on the "new look" of 
Sponsor. The increased use of 
photos plus the brand new. two- 
color innovation makes your book 
even more readable than it has 
been. 

RoRFRr M. HOPFMAN 

[ ice president 
Mtirketinv and liesearcli 
Ty.Ui 

Veil- York, A'. Y. 

Radio at the Fair 

I read with great interest your 
article referring to radio and tcle- 
\ision coverage of the New York 
World's Fair, published April 27. 

in addition to the radio cover- 



age reported in your article, the 
New Jersey Broadcasters' Worli's? 
Fair network, which conTpriifs. 
over 50 AM-FM stations, carried 
live the: opening day dedicatifa 
of the New Jersey Pavilion. 

Many of Our outstanding Keit 
Jersey broadcasters contributed, to 
the fruition of our network, anfl 
I would appreciate any reeogaitien 
you might extend to them, 

Ronald L. HicKsfAp 

President 

Net\- fersey Rroadcgsters Ami. 

Belated Thahks 

This is a belated note of lhar£«, 
for the outstanding job donfi 6y 
Sponsor on presenting my view's 
on the future of FM radio (Aprf 
20). 

The reaction from all points 1%?' 
been phenomenal — somebody t*ir 
Went so far as to send me a C0p_| 
during a recent trip to Eurffm. 

I have been meaning to wrift 
Sponsor a congratulatory note m 
its "new look" for some time, am 
I certainly hope your same hii^ 
quality Will prevail. 

Robert RiCfi;i i 

President 

Robert Richer Representatives iMi 
iVcif York 

Clarify AAAA Tv S^urv«i 

Your recent article "l*eIcWf 
Eldridge Cry 'Clutter' at A'M 
Meeting" (May 18) failed to poir 
out that AAAA's survey on whit 
Mrs. Peterson "based her attaek 
does not show that natioriaj at 
vertising is "annoying or offgnsiw 
to about 29 percent of the puW* 
It (Jaes show that 29 pcrccni t 
the camiiterdals noticed tjy th 
pilot study group were raiffd aj 
noying or offensive. As far m 
know there is no available inict 
mation on public attiludcs tow^fti 
tv commercials. 

It seems to mc that any aeeuca 
report On "publie reaction" tB 
clutter (or any other issue) sho;u 
not be based on. the perstinat r 
action of Lhe si">eaker. A puW 
opinion stuily would pro'iide 
more reasonable basis for di&cu 
sion. 

LORNA QPATEi 

Presidefit 

OptiHnx- Associates Jnc. 
New Y()rk 
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PRESS TIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



Vay 29, 196h 

Sponsors and advertising agencies are not the only ones baffled by recent 
overlap in Federal Trade Commission and Food and Drug Administration actions. 
Congressmen have particularly asked why FTC has been leaning heavily on its 
very meager clinical facilities to attack product , when the FDA is equipped 
and presumably delegated to do this work. 

Some sharp questions were put to FTC chairman Paul Rand Dixon , during 
closed appropriations hearings recently made public, when he asked for funds 
for more clinical testing "vital to successful challenge of exaggerated claims 
for a wide variety of products. " 

The congressmen were not challenging the amount , but the reason. FTC 
would spend between $30,000 and $7^,000 on clinical testing, while FDA has 
elinical and research budget running to millions . 

Dixon told the congressmen at the February hearing that he wanted a 
"showdown" in 196$ on the validity of $300 million in advertising claims for 
the $2 billion cosmetic business, and the quarter of a billion spent to adver- 
tise the $2 billion sales of over-the-counter medications . 

Dixon Particularly wants to Din down claims of "pain-relieving drugs of 
furiously competing speeds . being sold at a $360,000.000 annual rate. " The 
crusade will extend to arthritis and rheumatism concoctions being sold for 
"cure" or "quick relief" ; and to the nasal sprays, mouth washes and tablets 
that "have conquered the common cold, or at least its unpleasant features . " 

Further- -dent if rices and oral hygiene products need more probe to deter- 
mine where "bona fide tests stop and copywriters' pencils continue . " 

Rep. Charles Jonas (R-N.C.) and Harold Osterag (R-N.Y.) wanted to know, 
at that point , why the FTC was not sticking to regulation of advertising . but 
was going into the FDA sphere of "testing and making determination as to 
whether a product is safe or not . " 

Dixon said FTC and FDA have a liaison arrangement to avoid overlap "as 
far as humanly possible . " But in any case , he added, "our law is broad enough 
to pick up labels as well as advertising, " on foods, drugs and cosmetics. 

FTC can frequently rely on FDA clinical tests , said Dixon, but there are 
asses where FDA makes no test for the label, which may be innocuous. But the 
advertising claims for the product promise marvels in performance . Dixon 
■ pointed out that aspirin, siisply labeled 5 gr. U . S . P . requires no FDA t^st for 
label claims. But FTC feels it must get medical opinion and clinical tests to 
disprove any exaggerated advertising claims for a particular brand. 

The congressmen were still unconvinced. They wonderad why FTC did not 
Slick to the strictly economic aspects of labeling and advertising, and leave 

" • CONTINUED ON NEXT PAGE 
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all clinical testing of product efi'ieieney to the well-equipped Food and Drug 
Administration . 

Dixon said sometimes the FDA is too busy to help make clinical findiagg 
for the" commission. FTC often needs medical experts to testify (there was a 
roster of them in the Geritol argument, which recently climaxed with a con- 
tested FTC order against its advertising) to prove falsfe claims in advertis- 
ing. If the doctor needs a clinical test, "we must pay him for it." 

Rep. Osterag wanted to know: " Wouldn't the FDA be responsible for deter- 
mining what it will cure and what it won't, rather than the FTC ? If there 
is false and misleading advertising, there I think is where you come in." 

The FTC chairman felt this was taking a pretty narrow view of th© Fo&d 
and Dmig Act. He pointed out that FDA was now moving into advertising for e?-^ 
idence "if the court will go with them." The FDA would like to say that mm 
advertising is "direction for use," (FDA considered advertising claiJns in its 
recent seizure of three wrinkle -smoother products.) 

Rep. Osterag challenged the right of FTC to go aftar all the medications 
attempting to relieve cold symptoms . If they don't claim to cure, but to re- 
lieve symptoms, was it Dixon's view that "they should be prohibited from bsipg 
on the market?" 

Dixon said no — but they should have to tell the truth s, and it was "his 
responsibility to get them to tell the truth." Truth being relative, it would 
seem that FTC expertise will have to decide how fast is fast in relieving that 
sniffle— possibly on a stopwatch basis. 

At one point. Rep. Joe Evins (D-Tenn. ) came to Dixon's rescue in the 
matter of FTC pursuit of false labeling. "The labeling may be a veiy sftSll 
and minor part. The public has already been conditioned to the purchase of 
the item because of the tremendous, fabulous, extensive advertising,'^' 

The cigaret labeling hearings came up for a brief go-rOund when Rep . 
Jonas wanted to know why the FTC was making a full-dress show of the matter , 
on the public record, instead of giving the Industry Guidance Div. a chance in 
this case^ (The appropriations hearings in February, preceded the Fffi's an- 
nounced oral on advertising and labeling rules for cigarets.:) 

The FTC chairman had a bad moment here: he has urged increase in funds 
because FTC wanted to greatly enlarge its advisory and eonsultaflt faoilitl©®, 
FTC wanted to help businessmen avoid violations before they happen, it was 
said, in friendly, informl fashion. 

Dixon told the congressmen the tobacco hearing was meant to be a '^guid '^ 
ance" procedure. It just happened to be so important that the usual custom' of 
having one commissioner and a staffer conduct the proceedings, was changed to 
comprise the full commission panel . 

The House would appropriate $12,72^,000 for FTC, which is half a ird^Uion 
less than they asked, although it is $39^000 above the current fiscal rate* 
Senate has yet to act on the budget request for the commission. 



SPOlSrSOR, WEEK 

Price War Looms in Color Tv Set Market 




' Emy York — Color tv advertisers 
vcre beaming broadly last week, for 
t looked as though the five per- 
ent saturation for color tv ex- 
KCtcd by the end of the year in 
'.S. homes would be reached 
head of schedule. 

What was accelerating color tv's 
rowth this summer was a round of 
rice reductions and stcpped-up 
ompetition among the major set 
lakers. Among developments: 

« Color tv set production — the 
v'y to larger color tv audiences — 
a=s booming along nationally at a 
lie estimated by Electronic Indus- 
Association at slightly over 
10,000 units monthly. 

• RCA. once the sole producer 
color tv sets but now in com- 

'tifion with a dozen firms, was 
it to retain a large share of the 
>lor market, ami was making price 

ts (of $50 to SI 30 a setfin its 
^f»^ line. The lowest-priced RCA 

lor SCI now lists at just under the 
agic figure of $400. 

• Zenith, one of the first of the 
ajor RCA competitors to jump in- 

color. is now expected to push 
own $399.95 color "special." 
id predict.s it will turn out around 



300.000 color sets this year — 
about double last year's rate. 
• Phileo is also in the low-priced 
color tv race. The Ford-owned set 
maker unveiled a $399.95 color 
table model receiver in Philadelphia 
last week. There are no plans, how- 
ever, to push it in network tv. 
which accounted for better than 
one out of four Phiico ad dollars 
last year. Emphasis this season will 
be in "liKal promotions" conducted 
by dealers, primarily in local print 
media. 

• Admiral, long sensitive to shift- 
ing consumer tastes in tv receivers, 
has already been marketing a 
$399.95 "black box" color set for 
some time. Even with an all-chan- 
nel tuner, the price will remain the 
same — with the added incentive 
of substantially reduced prices for 
distributors and dealers. About $2 
million of Admiral's ad budget this 
year will be used to promote color 
tv; some t\ w ill be used, although 
the campaign will be mostly in print. 

F-ven the authoritative H nil 
Street Journal took notice of the 
burgeoning color t\ price war in an 
editorial last week. "To say the in- 
dustry is in a ferment is putting it 



mildly; uproar is more like it." the 
editorial said in part. "In chopping 
prices from $50 to $130 a set — 
among the steepest declines in color 
i\ history — RCA knows its com- 
petitors will have to tr> to make 
cuts of at least approximately com- 
parable appeal. .Some of them don't 
care for the prospect at all. but 
what can they do?" 

I he editorial concluded: " To be 
sure, these gains can be vitiated if 
the authorities insist on still more 
dollar-diluting inflation. Meantime, 
let the adniinistcred-price thinkers 
have their theory. For all of us 
lowly consumers, the competitive 
picture right now is coming through 
clear — and bright." 

Statisticians with an eye for long- 
range projections could relate some 
of the developments in color set 
sales with the country's booming 
income levels. Some researchers 
are already predicting that the aver- 
age rating advantage of a color pro- 
gram in tv homes is "likely to he in 
excess of a full rating point." as 
did Asery Gibson, vice president of 
the H-R rep firm, recently. 



Nielsen Primer Now in 
50,000-Copy Print-Up 

A. C. Nielsen's booklet. "What 
Ratings Really Mean." seems 
headed for "best seller" status. 

\\'hen pamphlet was first re- 
leased three weeks ago the mea- 
surement service gave awa> 
5000 copies. 

Quickly aftenvards requests 
led to a print order of 1 5.000 
copies. 

Addition.il requirements from 
stations, advertisers and age icics 
necessitated a third print (>rder, 
this one again 15.000. 

Largest bid so far has come 
from Young A. Rubie.im — 3000 
copies. 
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Speed Essential in Reporting 
Media Data. Says TvB's Cash 



Nov York — Fast access to 
media data is vital to the continu- 
ing growth of all advertising rev- 
enues, declared Norman E. Cash, 
TvB president, on release of a 
bureau report showing that the top 
100 newspaper advertisers in 1963 
again spent more dollars in tele- 
vision than in newspapers. 

Sounding the call for speedy 
reporting of advertising expendi- 
tures by competitive media asso- 
ciations. Cash said, "It is hoped 
that these associations will aim for 
evcntuiil frequency of investment 
data on a monthly basis. It will be 
to the benefit of all media if the 
nation's marketers were to receive 



data showing competitive compari- 
sons on a more frequent basis than 
a full quarter or longer after their 
advertising dollars are spent." 

Cash continued: "The associa- 
tions devoted to the accountability 
of dollars spent in advertising are 
obligated to provide timely, signifi- 
cant and specific information. The 
current time lag in the release of 
certain media expenditures is det- 
rimental to the nation's economy. 
Today's selling requirements de- 
mand prompt access to available 
advertising data." 

In its breakdown of newspaper 
vs. tv advertising, TvB indicated 
that the top 100 newspaper adver- 



tisers in 1963 actually spent m#k 
of their advertising dollars in f^f*- 
5558,114,000 more, or $81?,. 
248,000 in ty as opposed to S2i#, 
134,000 in newspapers. 

Brea^king it down even fuEihEr 
the bureau pointed out that thf 
represents 187 percent more dollaT 
in television than in newspapers h' 
"newspaper's best customers." 




Cash . , . media data lo "benfeljt iafl 



Fish Raps High Cost of Newspaper Advertising 



Minneapolis — In an indirect 
answer to critics of "sky-rocketing" 
television advertising costs, James 
S. Fish, vice president and director 
of advertising for General Mills, 
took the nation's newspapers to 
task for high costs "both in real 
and relative terms." 

Speaking before the National 
Newspaper Promotion Assn., Fish 
cited those costs as the primary 
re n son why national advertisers do 
not use more newspaper space. In 
the past five to six years. Fish's 
own company has swung heavily 
from other media to tv (68 per- 
cent of its budget in 1962) even in 
the face of rising tv costs. 

A most striking example of the 
swing to tv is Wriglcy. In 1 956 
only 25 percent of its advertising 
budget was allocated to television. 
By 1962, however, W'rigley was 
pouring 94 percent of its budget 
into tv. ) 

Talking to the newspaper pro- 
motion men. Fish pointed out that 
"continuity advertising usually de- 
mands the selectivity with its at- 
tendant lower costs. While we can 
usualK hold our own against the 



competition of bold local advertis- 
ing with our introductory and pro- 
motional advertising, we haven't 
found a way to use small advertis- 
ing space effectively on a continuity 
basis. Our ads get lost in the jungle 
of price ads, and we often suffer 
makeup penalties which reduce the 
opportunity for our message." 
Fish svas also critical of news- 



paper promotion. "1 have onty 
wade through the deluge 0f ff^ 
terials that come from new? 
to know that in many cases |OT 
talking to yourselves. Hmv rrla 
of you have ever made a real stu 
of what goes on out there 
where in agency-land or adveTtlS" 
country, of svhat happens to yf ■ 
mailinas?" 



Gleason Enters Program Development fidi 



New York — Jackie Glcason's 
Peckskill Enterprises, which has 
been producing the Gleason variety 
hour for CBS-TV, has worked out 
a program development deal with 
the network for the creation of 
other shows and the packaging and 
production of material from out- 
side sources. 

A. J. Russell is \ ice president 
ill charge of the new department. 
With writing credits stretching 
back to the days of the I'liilco- 
Goodycar Playhouse , Russell is a 
long-time associate of both Glea- 
son and Jack Philbin. president of 



Pecksl'ill. He's written rfljatt 
Glcason's scrions! tv appcaiHTj 
in Studio Oije and PUylmw^ " 
Plans for this year? 77|# /fc* 
Gleason Show, naturally, wil l 
returns in the fall in its 7:3Q ^ 
urday slot and is already ioldiKl 
Philip Morris, Ralston, X>raf|| 
and Mobil Qil; a balf-hCuT |i 
tion comedy, The Man H 
Likely, which is in the writinj;l!i| 
and deals with an ambitiouf ;|S 
man whose advchlures illl 
how not to Succeed; and 3 f^j 
blc future ^'chiclc for GloiisGn 
11 le Operator, 



PAR'y^ RiilSJKER: 



Radio Will Hit $1 Billion Mark in 1967 



Heed Consumer Complaints or Risk 
Government Action^ Packagers Told 



$1 Billion Year 
No Pipe Dream 

In his May 4th Publisher's 
Report. Sponsor's Norman 
R. Glenn predicted the long 
discussed S 1 billion radio 
year may be a reality in 1967. 

Quoting from Glenn's col- 
umn: "Some may say we're 
pipe dreaming. But I don't 
think so. When you consider 
radio is a part of the daily 
living habit of nearly every 
family, that as a direct pipe- 
line from sender to listener 
it affords an unlimited range 
of imagination and persua- 
sion, then the $700 million it 
currently attracts in advertis- 
ing volume is far from its 
proper level . . . like spring. 
I see national radio busting 
out all over. I predict that, 
by 1967, radio, strongly aided 
by national revenues, will be 
n billion dollar medium." 



Ne« York — Taking a cue from 
SpO^'SOR (see bo.x on this page), 
Ed Bunker, president of the Radio 
Advertising Bureau, sees a $1 bil- 




Bunk«r . . . "radio Kas just icratched thai surface' 



lion radio year in 1967. Comment- 
ing on the medium's vitality in a 
\\V\BC interview. Bunker declar- 
.•d that radio, which did something 
vver $700 million in advertising 
■ olumc in 1963. has "just scratched 
he surface." 

In a discussion covering almost 
he full spectrum of today's radio, 
ts problems and potential. Bunker 
lit such areas as "clutter," liquor 
\mi cigaret advertising, the health 
H FM. research and ratings. 
On "clutter," he said: "We think 
e stations are punished very rap- 
Jly if there is too much . . . be- 
cause people have a lot of different 
trftions they can go to." Bunker 
ddcd that "clutter" was more 
oticeable on tv because of the 
reater impact. He suggested that 
klhercnce to the NAB Code is an 
fiswer to the jamming together 
S commercials. 

On the cigaret industry adver- 
I ^'Dg code. Bunker said he thought 
' le^ision would be hurt more than 
dir>. 

"I believe that the television boys 
not being able to show those 
etiy young gals any more, it's 
'irig to hit them a little harder 
an radio where there's just a 
>i€e. 

'On liquor advertising over the 
Bunker said he didn't think 



most stations would go after it sim- 
ply because they're "hungry." "They 
will go after it." he said, "because 
they think they should have it on 
moral grounds and on legal 
grounds." 

In discussing ratings and re- 
search, he called for more of a 
demographic approach. 

"The marketing boys of the 
agencies want to know," he said, 
"just as they want to know about 
the Herald Tribune, who the homes 
are that get it, how many people 
are living in those homes, what 
products do they purchase and 
just what are the characteristics." 

Turning to FM, Bunker criticized 
some operators for failing to "stand 
on their feet and say look, we have 
a place on the dial." 

Bunker pointed out that FM is 
successful in many instances be- 
cause it sells and operates for less 
money. 

It's just like having a tiny foreign 

language newspaper, he said. "They 
go alter a highly specialized audi- 
ence." 



White Sulphur Springs, W. Va. 

— Because of exposure on tele- 
vision and other media, the public 
awareness of packaging has reach- 
ed a new peak — and it's a case 
of pay attention to consumer com- 
plaints about current packaging 
practices or risk government inter- 
vention. John J. McDevitt. senior 
vice president of Lippincott & Mar- 
gulies. Inc., warned members of 
the National Flexible Packaging 
Assn. at their annual convention. 

"Today's housewife li\es in a 
world of packages," he said. "Un- 
like her mother and grandmother, 
who often didn't see the package 
until it reached the store, she is 
Ixmibarded with descriptions of it 
before she steps out her door. 

Citing a growing go\ernment 
interest in the packaging industry. 



Mr. McDevitt said, "Anyone who 
thinks this is a passing interest is, 
in my opinion, deluding himself." 

This interest, he said, can't be 
sluffed off as simply "more gov- 
ernment meddling" in private 
business. "In our frantic, complex 
world, protection for the consumer 
is a legitimate need." 

If the answer to consumer com- 
plaints is to be found. Mr. Mc- 
Devitt said the first step should 
be. "simply recognizing our obliga- 
tion to the public and ourselves 
to see to it that deceptive, mis- 
leading, confusing, annoying, or 
just thoughtless packaging prac- 
tices are eliminated . . . It is axio- 
matic, I think, that an industry that 
regulates itself is an industry that 
goes a long way to overcoming 
the excuse for outside regulation." 



FSR Exec Gives Agency-Advertiser Ground Rules 



Hot Springs, Va. — When you 
hire an advertising ageney, give 
them proper information, direetion 
and enough time — and stop fussing, 
fretting and stage managing, Jaek 
Stanley, viee president and creative 
director of Fuller & Smith & Ross 
Inc.. told the members of the Auto- 
mobile Advertising Assn. 

Every television commercial and 




Jack Sfanley . . . "slop fussing, freltmg" 



AP^ Herald Tribune 

Nov York — With the Associ- 
ated Press and New York Herald 
Tribune committed to use of NBC's 
"Electronic Vote Analysis" system, 
a new era of newspaper-broadcast 
cooperation appears to be dawning. 

i'his fiict becomes obvious when 
such a group as the Associated 
Press. I he nation's largest wire serv- 
ice, agrees to pay cold cash for the 
privilege of using NBC's data. If 
nothing more, it's a concession that 
electronic journalism has come of 
age. 

It is understood that AP will con- 
tinue to tabulate its traditional 
coniprehensiw voting inforniauon 
111 all states separately from NBC's 
own tabulation. And. although the 
agreement prmides a measure of 
e.\elusi\ ii\ for A P. NBC still may. 
at its o\\ n discretion, prin ide the 
same service directh to \P iicus- 
p.iper members 

'I'he \P services about KODO 



print ad should meet four basic 
criteria, said Stanley. "First, it must 
attract. And no matter what me- 
dium advertising is in today, it's up 
against the toughest competition in 
history . . . Unless you flag your 
audience — and it's the right audi- 
ence — you've wasted your hard- 
earned money." 

Second, every commercial and ad 
must distill a proposition to the 
viewer or reader. It's at its best 
when there's a genuine difference 
between the product or service be- 
ing advertised and the competition. 

Third. Stanley said, the commer- 
cial and ad must make a positive 
contribution to the image of the 
company. Finally, every commer- 
cial and ad should have "high in- 
volvement quality," the core of 
FSR's creative philosophy. The idea 
is to emphasize human wants by 
bringing the viewer or reader into 
the ad and commercial. 

In discussing the agency-adver- 



Use of NBC Election 

members and subscribers through- 
out the world. 

Chances are that the AP will beat 
all its previous records for analysis 
and prediction as the result of its 
pact with NBC. The speed of NBC's 
vote tally weaponry was displayed 
during the recent Oregon primary 
when at 11:01 p.m. EDT — one 
minute after the polls had closed — 
NBC News announced on its Pa- 
cific hookup that Governor Rocke- 
feller had scored an upset victory. 
The prediction was based on figures 
representing only one percent of 
the total vote. 

NBC's service is called "Elec- 
tronic Vote Analysis" and uses a 
bank of RCA 301 and RCA 3301 
eimiputers to furnish data explain- 
ing and comparing results of elec- 
tions nationally and by stale. 

The analysis is based on a mass 
of detailed information that has 
been pre-stored in the computers. 



tlser relationship, Stanley declare^ 
that the first essential is informit- 
tion — copywriters and aitists 
should know almost as much ahiwt 
a company as the firm's adveTtiS:ftg- 
mailager. Also, the creative teajn'"! 
thinking must be properly chan- 
neled. 

Time is a big factor, said Stanley 
"Ad managers are cheating theiji 
company every time they ask for 1 1 
rush job on an ad. Three vveekg }' 
not an unieasonable span to alk^ l 
for the creative people to absort 
the needed information, think ab04i 
the problem and create rough cO|fM 
and layout. Of course, a new cam | 
paign deserves more lead time." J 

"It is vital that we never tell 
sight of our main purpose in creatJ 
ing advertising, whether it be fm 
television or print — consunier csi 
industrial," Stanley added, **pnl 
that is that it be memorable in J 
way that will move the rigbi MflJ 
ence to the right response." |I 



Analysis a Switch | 

It includes all vote histories ao 
data on "tag areas." These arej 
are numerous precincts, wardi ar^ 
counties that have been especial 
selected by NBC News to repriCi 
the political behavior pattern ' 
groiips within an electorate. 

William R. McAndrew, esee 
tive vice president in charge. 
NBC News, declined to crow aft 
the NBC-AP pact had been CP 
sunimated. but it was with SOT 
inira-industry pride that he d 
clared: "Use of the Electronic Vc 
Analysis data by the vvxjrld's, ft»t' 
most wire service is testimony tO J 
effectiveness. This analysis 6f njj 
ing trends and speedy intetpT^ 
lion of returns brings to A<P 'i^M 
bers the very latest elfctrail 
techniques, I 

*'To gather this information ;fli?^ 
ually would take months of 11^*1 
and tens of thousands n*i| 
hours." A 



It 



Leading Tv Advertisers Find 
Spot Radio to Their Liking 



NBC Plans Coverage 
Of British Elections 

Ni'U York I-irst live t\ 
a>\cr:iec of ;i fivrcigii cicclion 
In ill tlic oftiiig with the aii- 
nt)iineenieiU tluit NBC will 
brcKule;ist Brilam's gener;il 
elections \ i.i coninninications 
satellites this fall. 

\\'orking in cooperation 
( with BBC, NBC will have ac- 
cess to remote broadcasts 
direct from the election head- 
quarters of Prime Minister 
Sir Alec Doiiglas-Honie and 
Harold Wilson, leader of the 
Labor Party. 

The elections will be held 
in October at a date to be 
set by Oiicen Elizabeth. 

Negotiations for the co- 
operative plan between NIK' 
and the BBC were conducted 
by William R. McAndrew 
of NBC News and Hugh 
Carle ton Green of BBC. 

I 

^^BTS Fined for Failure 
I'i Check Possible FraucJ 

^a>ihiiT}itDn — Because the sta- 
on was "remiss" in identifying 
onsor and looking into the pos- 
ibility of a "bait and switch" 
Jud, WBTS Bridgeport. Ala,, 
ices a $250 FCC-leVied fine and 
li ten days to do something about 
with the commission. 
Object of FCC ire was a series 
f announcements offering a ciit- 
itG price on a "brand new" sew- 
1g machine to listeners who coidd 
ns\yer the question. "U'ho is the 
Me^vt man in the Bible?" 

According to the FCC charge, 
ic station not only failed to name 
e sponsor, but ". . . it seems to 
' commission that you have been 
miss in accepting advertising 
hkh on its face seemed to involve 
■e possibility of fraud without tak- 
§ steps to assure yourself that the 
tertising was not fraudulent." 
' Continuing, the FCC letter to 
ITS said. "Advertising which 
romises a price or a special dis- 
i>UTit to anyone who can name the 
"St President of the United States 
■ the oldest man in the Bible is 
meusly designed to lead the 
cdulous to believe he is being 
sm a preference in the price 
arged for the product." 



Ni'u York - If leading news- 
paper advertisers like tv. leading 
television advertisers find spot ra- 
dio to their taste. 

Seventy-nine of America's top 
tv advertisers, including 43 out of 
the top 50. II sell spot radio during 
l^)()3 or in the first months of 1964, 
according to a just-released analysis 
by liduard Petry Sc Co., Inc. 

Ben li. I lolmes. vice president of 
the Petry Radio Div.. said the com- 
pilation goes a long way townrd 
"demonstrating the continuing 
strength of spot radio ns an effec- 
tive medium for the nation's lead- 
ing companies." 

A case in point: the Colgate 
Palmolive Company using spot ra- 
dio in "a relatively big way during 
1963 after being away from the 
medium for years " 

Holmes also said that spot radio 
had a private claim to fame. "It's 
fashionable to compare your client 
list against the mecca in advertis- 
ing — the top 100 television adver- 
tisers. While we found that nearly 
SO percent use spot radio, we also 
found that spot radio has a very 
respectable exclusive list of its 
own." 

.Mr. Holmes cited several of the 



Wichita, Kun.^ — Successful radio 
selling requires the station to pin- 
point the consumers for the adver- 
tisers' comniercial, Thomas C. Har- 
rison, president of Blair Radio, a 
division of John Blair & Company, 
told the Sales and Marketing Ex- 
ecutives Club of Wichita. 

"I have had to look at the need 
of the buyer." Harrison said, em- 
phasizing that all modern-day sell- 
ing, if successful, underlines the 
buyers' needs. 

Touching on sales. Harrison took 
issue with the old adage, "You 
have to sell yourself first." Not at 
all, he said. "I fee! this is the line 



nation s airlines, oil companies, 
anloniolKc prinhicts and f<HKl prod 
nets as examples of ad\erliscrs w ho 

were active in spot radio, hut not 
tv. 

Call for Cosmetic Ads 
Aimed at Mature Woman 

Ncu ^'ork Cosmetic ad\er- 
tisers. traditional liea\ y broailcasi 
users, have been urged to gear their 
advertising to meet the needs of 
the over-55 woman Richard L. 
Pel/man, president ol Senior Serv- 
ices Corporation, points out th.it 
"promises of youth and beauty hold 
little sway" with the mature wo- 
man. 

They are much more concerned 
w ith the practical problems of dry- 
ing skin and thin, aging brittle 
hair, he says. 

"Cosmetic advertising which of- 
fers illustrations of the \oung glam- 
or girl as typifying the average con- 
sumer IS an affront to mature judg- 
ment." said Mr. Pel/man. "Thj 
woman o\er 55 knows that those 
days are gone forever, and yet she 
needs to solve her special problems 
and remain attractive with dignity 
and assurance." 



of the old professional salesm.in 
who can sell .•in\ thing. He nia\ have 
at one time, but not in totlav's 
market." 

Harrison added, "Give me the 
man that sells his companv first 
and then his product and Fll show 
vou a man who. in turn, sells him- 
self." 

Still on the subject of sales- 
manship. Harrison concluded his 
remarks by sav inc. "No salesman 
can get to the top and st.iv there 
if he doesn't have somcthinc vou 
can't earn or somcthinc vo i e ui't 
buv . but av ailable to all nu n 
honestv and tnist " 



Blair Executive Says Radio Must 
Underscore Needs of Consumers 
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SPONSOR WEEK 



CBS Tops Emmy Field; Werner Defends Awards 



New York — With the comics 
having a field-day at the expense 
of the boycotting networks ("this 
is the night the NBC peacock 
stuck a feather in the CBS eyes") 
and despite some engineering 
problems (a loss of sound at the 
opening of the show and a jam- 
ming-like noise at the close), 
Emmy was safely tucked away last 
week for another year. 

Ironically CBS was the big win- 
ner with 1 3 statuettes, eight of 
them going to the back-to-back 



Dick Van Dyke and Danny Kaye 
shows. 

NBC garnered nine Emmies 
and ABC four (including the out- 
standing documentary award given 
for The Making of the President 
1960). 

Only too conscious of the earlier 
Emmy fracas, Mort Werner, presi- 
dent of the National Academy of 
Television Arts and Sciences, made 
a point of explaining the academy 
voting methods to the Emmy audi- 
ence. 



Advertiser-Producer Partnership 
Answer to Better Tv Programing 



New York — A partnership be- 
tween advertisers and producing 
companies could be the answer to 
even better television programing 
in the future, John H. Mitchell, 
vice president in charge of sales 
for Screen Gems. Inc., told the 
New York Society of Security 
Analysts. 

Mitchell pointed out that many 
of the major television sponsors 
now have budgets large enough to 
permit them "to make production 
arrangements with the producing 
companies rather than having to 
accept on a take-it-or-lcave-it basis 
the programs that the networks 
might have on hand." 

Mitchell called this the realis- 
tic approach to sound programing, 
claiming that by sharing costs of 
new programing concepts with 
producers, the sponsor is in a bet- 
ter position to get the most for his 
advertising dollar. "We firmly be- 
lieve tliis new partnership of the 
networks, advertisers, agencies and 
producers can only mean more 
creative, entertaining and cultural 
programing that will satisfy the in- 
creasing appetites of more and 
more people who have diversified 
tastes." 

Today's tv advertiser, Mitchell 
told his audience, is currently look- 
ing beyond ratings, because they 



give only one measure of a pro- 
gram's value. "He is also examining 
the effect the program has on his 
over-all marketing picture. The 
qualitative factors are as important 
to him as are the quantitative 
ones." 

Continuing, Mitchell described 
the feature film area of tv as "bul- 
lish." But he warned that in spite 
of the trend television eats up its 
supply of feature length films 
from the different libraries at a 
very rapid rate. 

He stressed that television pro- 
ducers must come up with top flight 
"programing - made - expressly -for- 
tclevision." 

Mitchell also expressed optimism 
about the television industry's fu- 
ture in general, citing an upsurge 
in billings, the fact that more 
families arc becoming two- and 
three-set homes and that more and 
more color sets arc now finding their 
way into homes throughout the 
country. 

Summing up, Mitchell said. "We 
at Screen Gems believe that tele- 
vision today is on the threshold 
of a golden age of creativity . . . 
an era that will see all elements of 
the industry producing more and 
a finer type of entertainment for 
broadcasting via the networks, 
euravision, telcstar, etc." 



He said it was a continuing proiJi- 
1cm of readjusting procedures bolt 
that all nominations were carefully 
screened. He added that NATAi 
was always in the market for con- 
structive suggestions to improve 
the method of selection. Finally, 
he assured viewers that "Em:!|i| 
will continue to fly despite daraf 
and rufOed featliers. There will be 
disagreement wherl you have 6000 
members." 

Whether Emmy continues to flf 
or not, chances arc the coming year 
will sec a concerted effort in 
industry to do something 
awards and their profusion. 

As reported in Sponsor last week, 
the International Radio & Television 
Society has already called for .an 
industry-wide probe, citing mfijte 
than \00 national awards in a wi^ 
ranging number of categories. 



Statement Expected 
From Robert Sarnoff 
On Mjultiple Ownership 

New York — According to 
advance rep)orts, Robert W. 
Sarnoff. board chairman Of 
NBC, will issue a "strong" 
statement on the matter of 
multi-station o\vners;hip at 
the annual meeting of the 
network's affiliates in Beverly 
Hills, Calif. 

The convention, slated to 
begin today, was expected to 
draw more than 400 execu- 
tives, representing the 
work's 203 tv affiliates Sffd 
192 radio affiliates. 

Mr. Sarnoff will welconjf 
the execs today ai a recep- 
tion. Radio affiliates will holil 
their annual meeting tomot' 
row, with tv nieeting Wednes- 
day. 

Speakers will include Mf. 
Samaff as well as other NBC 
top brass. 
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SFONSOR SCOPE 

PROJING THE GURRENTS aMB UNdERCURRENTS GF BRQABCAST ADVERTISING 



Pyocter-Sil@K fauts all tv chips on spat for nexf two campaigns 

Prpclcr-Sijex (Weiss Gcllcrj will give spot its exclusive tv play for the 
iyf>4-65 season. Somewhat over $1 million, or 90 percent of the budget in 50 
hiarkets. J^ljglit in the fiill ;Uul another in the spring. Sizzle in the agency's pitch 
to the client: can get better cooperation from stations than network in alerting 
dealers to the campaign. 



S. C Johnson's veering awciy Irom long-terrn connifr>ititiients may benefit spot 

S. C. JahnsDu's switch in tv* cQmniitmcnt strategy could work to the advantage 
iif Spot during the 1964-65 season. New strategy is to buy network, both night 
and day, on an in-and-out basis. In other words, scatter plans limited to quarterly 
obligations. ExtreiiK swing from previous pattern of co-sponsorship of Red Skcl- 
ton for entire season. Last yt-ar Johnson spent around $10 million for network 
and less than a half million for spot. Marketing sidelight: the competitive pressure 
from supermarket private labels lias been getting particularly rough on the national 
hiousehold wax brands^ 



Timebuyers need cJocumented clarification of radio station music formats 

What is meant by "niiddle-of-thc-rttaid'' music? "Lively la/y." format? The 
'"fflodern standards? Are they just semantics? Element that differentiates one 
radio station from another most often is the kind of music ii plays.^ Valuable 
service thiit could be performed for the younger generation of time buyers specif- 
iexilly and ad\'ertising as a whole is a knowledgeable clarification • — in terms of 
Ciirrent usage — of the variouxS station-oriented music caicgorics. Look for a 
Si»jr)s;soR article in a near^future issiie pinpointing the frames of reference in the 
sJfations' musical spectrum as interpreted by experts. 

P&G's prefermce for nort-computer buying at Y&R merely to insure conformity 

Don't read, anything omiffous in this: P&G's instructions to Y&R to refrain 
from basing P«SjG spot buys on rfata fed into and out of a computer. Sortie rep 
salesmen inlerpreied the communitjue as supporting their contention: you can't 
negotiate through a machine. The move as seen by other P&jG agencies: the Cin- 
cinnati giant likes to have things Standardized fior all its agencies. Only when all 
buying is done in uniform fashion is the P&G home office able to compare one 
agency's work against another. Hence there's no reflection on the Y&R system. 
P&G, you*ll recall, requires all agencies to use tnc same local tv rating senice 
(crrrrently ARB). 



itBC-TV, NBiC-TV gearirjg film features for fall Sunday rating fray 

Loot for ABC-TV and NBC~TV to use their feature libraries as aggressi\e 
pawns in their battle for fall Sunday night supreniaGy. As MadivOn A\enue sees 
the jockeying:, (a) NB.C wfll back into the new ^eason with the top raters among 
the current season's features as reruns during August-September; (b) ADC will 
schedule its biggest "blockbusters" as of Sept. 14 in an effort to break the back 
of the NKC-T\^ lineup following ""Bonanza." 



CONTINUED ON Mm. /^AGM 



SPONSOR SCOPE 

PROBfNG THE CURRENTS AND UNDERCURRENTS OF BRmDGAST ADVtHTISlNS 



Top marked stations hedging against guarjonteeing 4fh quQftet maiie*i#*cb 

One: sign already of a tight market for nightliffie sport tv, bujejs k the foiirth 
quarter, peeording tt> Madison Ave«ye reports. Stattons. Iff many of the fop 10.0 
markets — in antieipation of sellouts — shying away ffam mafce-good gutrantets. 
t:o other thafi long-term eontractors. Exceptions pwssiJble for short-termer* if pre- 
Christmas order is aecompanlcd by s.ehcdule for first 1964 quflrter, JE*.i.: Tighi 
outlook makes it likely that a goodly number of aecouBts will try W ilstrr© fitJl 
aeeeptance by starting schedules in August. 

Fridcjy replaces Thursday as night with lowest viewing «|iJ®*ient 

Friday has reeaptuced the duMatis distinCStifiu of hai?Ing the Week's wmM. 
prime time viewing quotient The standing xva* tradiltenal with Frtijay "mM 
Thursday slipped to the bottom of tke totem pole Ixm^ sfi^sahs previous. With &a 
Nielsen February report as a base, the 7:30-1 1 p.m. awrip homes. ^&hg tv ciffilcs 
as follows by night of the week: (1) Sunday, €3A pumm fl) Salurdji'>*, MM 
pcreent; (3| Monday, 63.1 percent; (4) Tucsdxiy,; 62.6 pereent; (5). Tliurtdj^, 
62.3 percent; (6) Wednesday, 6f),4 pcreent; (7) Friday, 19,3 peieenJ. 

AH is not beer and skittles for an agency with a fi&tful of winners 

Exeeptioiicil sueeess can also turn out to; be a tati|fle pajteh tO niw liusine#.: 
Take ca58C of .Compto:n, It's got at least nine brands that rank No. 1 In their re- 
i^peetivc field^i. But the brands plus the divecsifieatietr of t^ieir niiikers CF#G* 
AJberto-Culver) restrict the product streams in which Compton can fish far now 
piSekage-goods business. Compton's leaders: CojilCt CseouTing powderk CrifiB 
(solid coaking shortening), Crisco cottking oil, Ivory soap (toilet so^ps), Ivary 
liquid (light duty detergents), Tide (heavy duty detergents), Dunfiatj Hiflis (cftkff 
mix), VO 5 (hair eonditi&ners), CaBcade (dishwasliing deter|ent), Get Set (hai*- 
sotting spray). 

Stand-yp tv corrimercials taking over from excessive slices-of-ltfe 

Like the variaus facets of show business,, tv conTmereiak travel in cy^tes. Tfte 
trend at the moment is atvay from the &liee-of-life type., kids eatcrwauling the name 
of the product, way-out animation and the jittgle for jingle's sake. You ni^hl 
also add overdone satire and parody. Thjc trend: more stand-up cjammeifeSflls, 
more Uve action, broad comedy with earthy dialogue and close-on -camera with 
\'oice-ovcr a la the Bufferin pejiduJum. Creative individualists will prc^bstWi' 
disregard all these "outs" and "ins*' and stick to the baslfc rule &f eomnierfigl- 
making: follow the problems Qf your owii product in dfetermihing type, style «id 
elements. 



Time span should have beien 11 p,m, t^ 6 gM, 

in the May 1 1 Sponsor scorp it#m htigWightitijg the upwsrd tfjfflftf ill 
homes using tv. the late night-day part column shaulif hate Read 1 1 p.m. tB 
6 a.m. The current season's HUTV figures for tliat time spm W& §-5 per- 
cent. 4.340,000 homes. 



lEHIND THIS DOOR ARE 273 PEOPLE... 



I 



©difors, writers, artists, researchers, photogra- 
phers, printers, special data processors, pro- 
flrammers, and all of the other specialists 
required in modern businesspaper publishing. 

Each one of these persons is important. Besides 
the obvious reason that we couldn't publish our 
magazines without them, they are important 
in another way. 

Tbs men and women behind the door of Ojib- 
way Press, Inc. fulfill their primary function 



with a determination and conviction unique in 
today's business world. Each specialist is con- 
scious of his part in providing a business pub- 
lication which is found useful and worthy of 
reading by the businessmen to whom it is 
directed. 

The OP trademark is found on 26 publications. 
The specialists assigned to each publication 
have one singular, common goal: to make each 
publication the best in the field. 



O JIB WAY 




HEW YORK CHICAGO DULUTH CLEVELAND 



, inc. 

LOS ANGELES SAN FRANCISCO 



Whenever there's any excitement around here. 



we're there! 



'I 



htff's been plenty of cxcitcnu-nl around here htlely, and 
e're been rijihl in the middle of it all. 

ri Memorial Day, for example, fifteen \VKHM-T\' eameras 
nged the Indianapolis Speedway, sending a live closed- 
reuit telecast of the .")0O-Mile Kace to nearly 20U theaters 
Toss the nation. 

nd we also provided daily local ci)\ erai;e of activities at 
it' track all throufjh May. as well as the cjualdications, 
ffespectacular "500" Festival Parade, the Coronation Hall, 
le $70,000 Festival Ciolf Tournament, the Old 'I'lmers' 
nrTU-(J . . . even the Victory Dinner following the race. 

o'lst conies the St^ite Fair this summer . . . and we'll be 
5ht in the middle of that, too. Plus the Antique Auto Tour 



this fall. I'lus the state basketball lourn.iinent next sprint;. 
Plus anythmn else worth co\ iTin^;, 

Jiroadca.-t ser\ ice like this m.ikes WFH.M your bt-st T\' buv 
in I ndi:in:i polls and its rich satellite nui rket . . . for 

the station th.it siTtr^ beisi sills In-.^t. Ask vour KA FZ ii m' 



WFBM TV 



TIME 
LIFE 



A VE X C*S tJTM TV M A II • I • 
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CHARLOTTE IS A DAISY 




Metro Charlotte is )ust the golden center. The full beauty of the market — 75 miles in diameter - 
is yours for the plucking when you buy WBT Radio. The populous Piedmont's top-audience n ' 
station for two decades, only WBT's 50,000 watt signal delivers Charlotte PLUS ... a marl 
more than TWO MILLION PEOPLE with $21^2 BILLION in buying power. Your BLAIR man has the WE 
story. And he doesn't soft petal it! 



WBT RADIO 
CHARLOTTE 



BLAIR 
GROUP 
PLAN 
MEMBER 



it indjrd Bro.idcasling Company 
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H AN I I N (OS I S reached their 
ceiling? 
I hat question was asked 
Sponsor in a Sept. 21. 
19^3, headline - well over 10 
Ngiirs ago. 

Tv costs at thnt time seemed to 
have hit the heights. "Unbearable" 
a frequently heard Nvord. The 
Mfe bill for a single program had 
[reached as much as a weekly $35,- 
m for the U. S. Steel Hour. (For 
ptlier examples, see p. 32). Three of 
Ithe four tv networks then opcrat- 
JW% met the question with assur- 
.inecs that they certainly expected 
ihoir costs to go down. One net- 
work frankly expected their cost 
cUerages N\ould continue to rise — 
from S 1 2.500 per nighttime half 
hftur ( cross) to the stasmerins: sum 
of $14,000! 

Today, the average network 
nighttime half hour costs $75,000 
for time and another $75,000 for 
production and talent, for a total 
of SI 50,000. Per-minute commer- 
cial costs average between $30,- 
OflO and $50,000. 

JuM 1, 1964 



TV'S cost spiral: 




Comparison \A/ith SPONSOR article of 10 years ago 
indicates "ceiling" costs have hit clouds, continue to rise 



Thus, the question that has con- 
sistently been asked over the de- 
cade continues to come up — 
again and again. Have tv costs 
reached their ceiling? Sponsors, 
who must foot the bills, are more 
likely to read it, "Haven't tv costs 
reached their ceiling?" 

But the question is more a mat- 
ter of worrying out loud or of jig- 
sawing new business than it is de- 
liberate economic forecasting. In 
that sense, the Sponsor article of 10 
years ago anticipates some of the 
light of todaNi 

"... .Most ad managers and 
agencN executives look for program 
costs to keep leveling off from 
now on." it said. "As advertisers 
find that they have to add more 
and more markets to their station 
lineups, their resistance to the ask- 
ing prices for the top-bracketed 



shows will increase On Is na- 

tionwide advertisers with several 
products, or the automotive com- 
panies, vv ill be able to support 
shows . . . and this will he the 
prev ailing attitude even if network 
tv continues in its present position 
of a tight sellers' market ..." 

If many people were hoping 10 
yenrs ago that costs aetualK were 
leveling, the general attitude tculav 
has become ironic: " 1 he high co^l 
of leveling" is how one network 
spiikesman sardonicallv puts it 

However many people are wor 
ried about tv costs, though, few 
expect a significant change \o 
real end is in sight. 

An Informal Sponsor sur\ev of 
network, station, agencv and ad- 
vertiser personnel indi cites the 
large areas of agreeiiKnl If tv 
costs are up. so are those oi busi- 

2? 



ncsses as a uliole. And, signifi- 
caiitl). so arc profits for most 
operations. Nevertheless, the tv 
cost spiral is based on so many 
various, yet interrelated, factors 
that it's virtually impossible to de- 
termine any one solution, lei alone 
put it into effect. In general, the 
greatest rise has occurred, how- 
ever, in the price of talent — both 
before and behind the camera. 

• The vice president of one net- 
work sees it this way: The basic 
causes of the cost spiral, he says, 
are (1 ) the lack, and therefore 



costliness, of creative talent, (2) 
the continued rise of union scales 
and (3) the fact that "productions 
today are a helluva lot more ex- 
pensive because there's a helluva 
lot more in them." 

He singles out union costs in 
paiiicular, many of which he calls 
"a pure pass-along to us." Agree- 
ments with screen directors and 
cinematographers, negotiated by 
motion picture companies and 
producers, automatically involve 
the networks which, in turn, pur- 
chase programs "subject to union 



increases." To get the show, f|| 
network in effect has to aceqp^ 
union scales^ they've had little m\ 
no voice in determining. A« aiij 
effort towards eontrol of isuC|i| 
costs, networks are more and mcsKl 
trying to have representatives sli 
in on such negotiations as inisr- 
ested parties (see Sponsor, Mi|j 
11, p. 22). 

• Nevertheless, cost-cansdom 
advertisers are quick to point Ml) 
that networks — and stations —J 
haven't exactly been starving. 

A check on FCC statistics telkl 



The- 



splral's 
got to 





B&B'j Rich: "We're paying 7® ptrcent more for 45 
percent more homss . " 



■ "It's going to be disastrous if every b'0£ 
doesn't get his finger out of the big pot. What mm\ 
be remembered — and what most people forget — j 
is that, in the end, the advertiser has to pay the 
Someday he's just going to say, 'Forget it'." 

So says Lee Rich, Benton & Bowles senior vrfel 
president and director in charge of media and pi^t 
graming. He adds, "Somewhere along the line, ff: 
got to stop — it's just got to." 

Responsibility for the cost blow-up, as he seesi 
it, rests on the shoulders of many people, espe;dall|l 
for "unreasonable" talent costs. Too many people tftj 
trying to take too many profits, he contends. 

"Who are these people?" Rich asks. "Everyb<3i3^ 
who is involved in a tv package. For some reason 
tv has been painted as a quick, sure way to make * 1 
fast buck. Performers seem to think that their Mmi 
ices demand vast amounts, unions try to make il| 
for the lack of motion picture production, silent ^iiiff 
ners who aid in the financing are looking for profit 
networks increase prices out of proportion for a hi 
show and agents whose contributions remain life 
same collect the same 10 percent on a larger baser." 

Making a 10-year comparison (between Janiaar|' 
1955, and January, 1965. in all instances) this pm 
graming expert reports as follows: 

• Average time charges for a half hour hare Asa 
from $40,000 to $67,500 — an increase of about T! 
percent. 

• The number of tv homes has in(ireased dttrjii| 
the same decade from 31 million to 53 million — 
an increase of about 70 percent. 

No gripe there. Rich points out, for time ctergej 
have closely followed increases in gross tv hoiti'ii f f 
coverage provided. 

But, he notes: m 

• Talent charges for a typical half hour used hm 
be $40.0.00 gross, have now reached S7 5.000 grp" 
— an increase of about 85 percent. Comparing thi 
increase with those cited above (85 with 70) he 

that talent costs are out of line and must somd»\ f 
be controlled. 



of the industry's uiuisikiI growth 
Over tire lO-year periinl fnuit 1952 
to 1962 (latest eoinplete year re- 
ported) revenues lor the industry, 
including the three networks, their 
o&o'k and 339 other stations, have 
increased about four and a hall 
times. During the same period, 
pre-tax profits have increased 
about five and a half times (see 
page 32). 

Little wonder that dollar-talk 
should be recurrent, for fiscally 
the tv industry has just begun to 
hit stride. For example, the 1962 



utclustry gross of nearly $1.5 hd- 
lion represented a \oluitie iuerease 
of 1 2.7 percent over 1 96 1 . but a 
pre-tax profit increase of almost 
33 percent. The climb continueil 
through 1 963 a nd. as is well 
known, recent reports indicate that 
some corporate pre-ta.x incomes 
arc as much as 20 percent higher 
again for the first (piarter of 1 964. 

"If television's being priced out 
of reach, we're ntU seeing it on 
the sales front." says one network's 
vice president who points to re- 
cent sales records for two lonc- 



runiiing shows as specific >. x.mipk s 
ol brisk tnisiiiess 

Network pr»)l its aren't out »>! 
line for die inchistiy. nor are the 
industry's out of line for business 
in general. C «)nsider. lor example, 
the sun-bright sales picture of (ieii- 
cral Motors this year and the re- 
cent federal announcement that 
the U. S. econonn has continued 
for the 3Hth consecutive month to 
increase in volume, thus setting an 
all-time peace-time record of ex- 
pansion. 

.Many people — sometimes the 



lo complete his tab: 

• Average time-and-talent costs-per-minute have 
risen from $26,500 to $47,500. 

• Average rating (Nielsen) have hovered. They 
were 22.5 ten years ago. are 19 today. 

• Average number of homes reached has risen 
from 7 million to 10 million. 

But, he again points out: 

"We're paying 78 percent more for the 45 percent 
increase in homes reached. In cost-per-thousand. this 
translates into a 25 percent rise. 

"That may not sound like a lot." the media- 
programing vice president continues, "until you 
consider that it's 25 percent of $6 million. Then it's 
a lot!" 

Furthermore, there's greater competition than 
ever before for attention, not only against other tv 
shows but against all other media, he says. "There- 
fore, we're not reaching as many homes in proportion 
t'0 what we're paying." That, of course, is the seat of 
client criticism. 

What's the solution to the problem? 

Benton A: Bowles* answer is for the advertiser 
10 bring in his own shows whenever possible. As a 
result, they're one of the few agencies that still buys 
9 whole program. 

In actual buying, many factors are important — 
the mi.x of originals versus repeats, rerun rights, 
negotiable deals that can be worked out. etc. The 
essential saving to the advertiser, however, is that 
he'll know his program costs for the next five years. 
That doesn't mean that he escapes talent costs and 
conTmissions. "They're still there, but by contracting 
for them five years in advance you e^an hold them 
down." 

If the program's a hit. the sponsor makes money 
by saving it — i.e., by avoiding cost increases that 
would likely follow. Also, he's got an audience- proved 

package for repeat use himself or. possibly, to offer 
' Others. Finally, but importantly, he's also got a strong 
Ififtcr to use in bargaining with networks. 

But what if the program doesn't click? According 



to Rich, the sponsor isn't necessarily worse off I he 
whole business of trying to get a hit tv show is a 
little like sinking an oil well anvway, he savs humor- 
ously. 

True, for an advertiser to own his oun show 
requires a large capital outlay at the beginning. "But." 
Rich explains. "$75,000 to $80,000 for^i pilot isn't so 
bad when you think of it as protecting a total $6 
million investment." 

What of the smaller advertiser, the one uho can 
afford tv spot purchases but not the ownership of 
his own complete program? 

Says Rich. "In some ways, he's better off than 
the larger advertiser. He doesn't have the ability to 
control cost, but he does have flexibility. He can 
purchase tv on a short-term basis and participate in 
most of television's over-all benefits." 

As much as tv helps the sponsor sell his product, 
it's not without drawbacks even for the major-league 
advertiser who can afford his own show. He must 
still think in 5 2- week terms, he has "no right to get 
out during the summer" or to emplov the flexibili- 
ties available to participating sponsors. 

A dynamic leader in his specialization. Rich be- 
lieves that "what bothers tv advertisers so much todav 
is that, while making substantial investments in tv . 
very few of them are controlling their own destinies. 
It's all in the hands of the networks. \nd it hurts 
more when you fail because you. vourself. haven't 
had anything to do w ith it." 

^'et, he concedes, "advertisers are noi in the tv 
business." They are in the business ol selling mer- 
chandise and of trying to make their advertising dol- 
lars work efficiently a nd effectivelv ." 

Benton & Bowles figures the average grt>ss pro- 
duction cost per nighttime half hour at $75. (KM) 
( This is matched b\ a comparable sum for time ) 

Part of the advertiser's problem is that he deaN 
w ith only three networks. ' But tliev're coming along." 
Rich says gooi\ naturedl). "for they're Ivgmning to 
realize that the "show's the thing". *" I he real hit is a 
p^nverful trump for whoever holds it. ■ 
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very t\ sponsors who arc, them- 
selves, in business — tend to for- 
get that broadcasters, too, keep 
books in both black and red. 

"Everybody, including the net- 
works, has to reach a profit," says 
Nicholas C. Gilles, vice president, 
business affairs, NBC-TV. "But," 
he adds, "we're in business for a 
lot of additional purposes that 
others may not share." He means, 
of course, public service. And it 
is difficult, outside government- 
controlled public utilities, to cite 
industries that have a stronger 
sense of public responsibility. 

• Another changing factor in 
the last 10 years has been the 
shift in television's share of the 
advertising dollar. In 1953, some 
10.3 cents of every dollar spent 
in advertising went into tv. Today, 
the figure has more than doubled. 

The statistic is comparable to 
Janus, however, for it looks both 
forward and back. Retrospectively, 
it indicates the increased e.xpen- 
siveness of the medium. Sponsors 
have simply had to put more in 
to stay in. 



In another sense, the same figure 
indicates that more and more ad- 
vertisers are using television than 
ever before. For example, the 
Television Bureau of Advertising 
reports that in 1956 (the earliest 
year for comparative data), 1206 
different advertisers were spend- 
ing $20,000 or more a year on spot 
tv. By 1963, their number had 
increased nearly 10 per cent to 
more than 1316 different advertis- 
ers. 

TTie growth is even more im- 
pressive among advertisers able to 
spend $1 million or more annually. 
In 1956. just 81 such sponsors 
were buying spot tv; last year, 
nearly twice as many — 163 — 
were putting $1 million or more 
on spot tv's sales assistance. 

As for network advertising, in 
1956 some 32 1 sponsors were 
listed, a group that increased by 
12 percent, totaling 360 different 
corporations, during 1963. 

• It's a fallacy, says one vice 
president, that there's a point be- 
yond which costs cannot rise. 
"Everyone think it's being reached 



this year, but the National F»flt- 
ball League schedule answers 
that." 

Trade circles buzzed like flii§ 
over CBS-TV's paying $1.8 mil- 
lion per game for the NFL cham- 
pionship playoffs — a sum fh;® 
means one-minute spots will coisf 
about $110,000 each. 

"So what?" is the reply of an 
agency's media man. "It's gt'fll 
under $4.50 CPM," he points out, 
adding, "to get that cluster of adult 
males all at one time is a valuable 
commodity to the right advertisers. 
They [the network] knew whft 
they were doing." 

• Advertising agencies were; 
howling with anguish 10 years age 
over "network 'near-monopoly' ih 
program packaging." Since then, 
agencies have abdicated program 
production as, virtually, have net- 
works, preferring to let indepenfl- 
ent packagers talse the risks fn^ 
volved. 

Even so. networks aren't free 
of programing development costs. 
CBS-TV's president James Au- 
brey, Jr., recently revealed thsit 



. . • as good a buy as ever 



■ We see no signs of a leveling in tv costs because, 
from a media point of view, it's still a good buy — 
and we can support that statement with the same 
data we used 10 years ago. 

So says Michael J. Donovan, vice president and 
manager of the media department, BBD&O, who 
sees the key to the whole cost problem as the ad- 
vertiser's ability to invest. 

i'vvo factors, he explains, make television a good 
media purchase; 

First comes efficiency. The average advertiser, 
Donovan points out, can still buy tv time for less 
than $4, which is about the same cost-per-thousand 
that has prevailed for the past decade or more. "The 
fact that tv today delivers many more homes has 
increased its relative value," he explains. Thus, look- 
ing at it ill terms of CPM, the commercial minute 
base increase is well below the absolute increase. 
" I elevision," this media specialist explains, "has 
almost the identical efficiency it did 10 years ago." 

I he second advantage of tv is its flexibility. Ten 
years ago, program purchasers had to take a half 



hour a week every week. Today's buyer can "go ill 
and get out on an occasional basis, if he wants," 
applying promotional pressure as he needs it — bf 
season of the year, by marketing periods or by other 
individual needs. Besides being freed from long-terra 
commitments, the sponsor is also unburdened of 
program-development risks, says this agency S'W 
president. He says that 70 percent of all netwosfe 
buys are now made on a scatter basis. 

"It's been estimated that the national advertising 
budget will reach $20 billion by 1970," Donovan 
continues. Therefore, television will be "virtually S0la 
out" and will continue as a seller's market, he be* 
licvcs. 

Since the primary advertising dollars will M 
going "into and through and over television," hp 
predicts that there just won't be availabilities enough 
for all the advertisers who will want to use the 
medium. This will ntean notable increases for atiJer 
media — radio, magazines, "certain aspects of rieW- 
papcrs" — which will get the dollar overflow. 

"If a critical level is reached and television piro'i^si 
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c network h:is ear-iiKtrkcd 
S 1 70 iiiillioii fur programing dur- 
ing 1964-65 as its share of 
03S-rV\ S500.U0U-pcr-niglu pro- 
k|,r*jni costs. (Note: time charges 
Bich evening add up to airothcr 
■SQO.OUO. thus bringing C»S-'I'V 
Rvponsor costs to more than $ I 
fcijllion every single night of the 

I Little wonder that few new 
■.hows are network packages. With 
" he exception of The First World 
War, a divumentary from CHS 
IXws. all 13 of the new CiJS-'l V 
lighttime programs are produced 
iatside. Of NBC-TV's se%en to- 
aJly new programs, only Keniiicky 
hvies was incubated by the net- 
work. Besides the revised AliC 
"Ixise-Up news show, just one of 
hjt network's 16 new programs 
- Mickey Rooney's — is pro- 
Iticcd by the house-operated pro- 
luetion firm; the rest, by indcpend- 
■'rtts, 

• As a curious result, networks 
1 re often accused of reaping tidy 
I dins from their holdings in out- 
t ide packages. 



But percentages, as one network 
spokesiiiaii put It, "aren't given 
away for nothing." I hey 're in- 
tended (if often uareali/ed) returns 
for investment in research and 
development. Usually, there's no 
recoupment the first time around, 
though, because the average series 
comes in well over budget (to keep 
quality high, thereby compete bet- 
ter in the tight sales market ). Sec- 
ond time around, the packager 
gets 35 percent off the top, then 
payments are made for distribu- 
tion costs, residuals and c.X|XMises. 
Only after those are met does the 
network recoup, obviously not a 
common event. 

Even when the network has a 
hit. its participation may not pay 
off. It's been reported, for exam- 
ple, that ABC-TV didn't made a 
dime from its Xakiul City network 
showings. (On the other hand, sc- 
ries like Ml Coys, Danny Thomas 
and \i ai;on Train have "meant 
something.") 

Of greater imptirtance to net- 
works than strict dollar returns 
f rom their participations arc in- 



creased \.ihies steiiiiuin from (I) 
higher progr.iiii qu.ilit), (2) a 
|-H»ssibly better program lineup 
ami {}) hopeful!}, hi 'her ratings 
to indicate l.irger audiences 
(and therefore a lower cosi-pcr- 
thousand, the agency's critic.il 
criterion). 

• Another cli.irge today is that 
networks sometimes get as nianv 
as four chances at the sponsor's 
dollar: for time, for their partici- 
pation in package-ownership, for 
commercial production ( t.e , the 
physical act of getting the com- 
mercial on the air) and, in the 
case of fariiied-out talent, perhaps 
for a segment of the star's take, too. 

Again, however, there are an- 
swers, " I he traditional profit area 
for networks," sa\ s the \ ice presi- 
dent of one. "has been through 
the sale of time ... I just don't 
bclie%e the networks are in busi- 
ness to make money on program- 
ing. If other fees are charged, 
they're minimal." 

• It should be remembered that 
not all production costs have risen 
radically. For example, stagehands 



iyond the advertiser's ability to invest, they [nct- 
orks and stations] will inject discounts," this media 
iwcialist explains. "As long as tv represents a value 
]na\ to that at which it's now selling." he says, 
here will be buyers." 

This agency-sponsor spokesman is not without 
sCrvations, though. 

"For the health of the industry," he warns, 
'veryone must make sure that the value is delivered 
all times." Irresponsible profit-taking could lead. 

I Qrtovan feels, to Fl C investigations, especially if 
Icvision pricing becomes unfair in relation to other 

Noting that some tv stations already arc reporting 
35 percent profit, he points out that, once a station 
purchased, it requires no appreciable additional 
j-pitai investment to step up profit volume. On the 
ngr hand, to increase his advertising volume, a 
oteor does have an investment increase — which 
can justify only on the basis of real (or antici- 
|tcd) sales increases. Thus, stations are foolhardy un- 
s they base price rises on true value delivered. ■ 




BBO&O'i Oonavin "Tv hti «lmot( !d@nt e«l elfieitney 
of 10 ytars ago . " 
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, lor live New \ork productions 

I earned $4 per hour on one net- 

v\ork\ rate card tor September. 
1^)59. In Jul}. 1961, their wages 
were increased to $6 per hour, the 
level at which the) reninin todny. 

Other increases cnn be explained 
by the real shortage ot ciualilicd 
and properly trained personnel. 
Because of such scarcity, the cost 
of eight engineers lor eight hours 
work has risen Irom $3S4 to $544 
in four short years — an hourly 
increase Irom $6 to $8.50 per 
man. 

And a few production costs 
have actually gone down. Hourly 
rental of a small New York studio 
for live h&w has dropped from 
$150 to SI 40 since 1959. The 
charge for a studio for color ori- 
ginations, admittedly an area that's 
currently receiving strong promo- 
tional support, has dropped from 
$550 to $450. 

• Over-all package costs, how- 
ever, are subject to bargaining, of 
course, and probably reflect nuan- 
ces of the market place more 
readily today than 1 0 years ago. 
Program packagers who bring in 
their series late may have to shave 
prices closely to compete in the 
tight sales market, an especially 
ticklish factor if — as has just 
been happening — networks arc 
locking up next season's schedules 
and have few time slots vacant. 
On the other hand, the sponsor 
who's been reluctant to make a 
firm commitment until the last mo- 
ment may, as network s become 
anxious, obtain a better deal. Such 
operations appear "iffy" to out- 
siders, but insiders say over and 
over that "everything's subject to 
negotiation." 

• The season a decade ago was 
identified by Si-dnsok as "the 
biggest Sim lis quo fall since the 
emergenec t)f tv into a liig-time 
medium." Just 1 7 new commer- 
cial programs were making their 
debuts 

1 o r the upcoming season. 
\1K - 1 \ alone has almost that 
man\ 16. 

( "MS I ele\ ision will be intro- 
dueuii! I new entries. Said net- 
woik presulent Aubrey to ( "MS- 1 \ 
afliliates, "We can never let well 
enough alone. We must continu- 
alK keep tampering and tinkering 
with success. No matter how good 
a track reci>rd a program has. we 
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UHi keep trying to make it bet- 
"... 1 he fact is that this prin- 
'ilf pays off." He was, of course. 
m part explaining the new shows. 
f. H| surprising quantity considering 
Hit the network had nine of the 

■ ten last season. 

• NBC-T\' will lift the curtain 

■ ^even wholly new program se- 

■ * during 1964-65. bringing the 
Pal number of newcomers to 36 
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— well o\er twice the number of 
entrants 10 years ago. Thus, cur- 
rent practice is high turnover. 

• Crime shous that feature 
crime, per w. continue their de- 
cline, a I re ad \ noted 10 \eap> ago. 
uith onl\ one of the 1 7 then-neu 
programs dealing directly uith 
such subject matter. This year's 
debuts adhere to the same pattern, 
in which action or suspense rather 



than sheer criiniii.ilii\ doniiiiaie 
the excitement lorin.it \iul. of 
course, an utlcrcstmg iw isi in the 
excitement theme comes this %e.ir 
from shous dealing uisli the su- 
periiatiiral or (hat luue gln>stl\ 
overtones, such as I he .\fun\ii't% 
and licwin Ittul 

• I wo torinats that hail i.ikcn 
a "substantial hike'" 10 \ears ago 
uere the situation corned) and llie 
qui/.-audience participation show 
U'hile quizzes are still niildK 
popular, they're mostly hold-o\ers, 
and audience-participations seem 
to be quietly slipping into history. 
Meanuhile. situation coined) has 
become king. Of the 36 new pro- 
grams to appear this fall. 20 are 
situation ciMnedies. (Of the re- 
niaiiuler. six are adventure and /or 
suspense shows, five are dramatic 
series, two are variety shows, one 
is a documentary and one is made 
up of mo\ ICS. 

• I en years ago. the appetite 
for film among network sponsors 
was "less sharp" than the previous 
year and only 40 percent of all 
programs were on film. Now. of 
course, the trend has been sharply 
reversed and film is appreciated 
for its ability to be edited, pre- 
served, rescheduled and resold. 

• Advertisers of a decade ago 
were also worrying out loud about 
"the magazine concept" a nd won- 
dered whether or not the "pattern 
of alternate-week sponsorship 
would hold up well." The topics 
are almost amusingly out of date 
now. for the cost spiral imposed 
its own answer to such questions 

That, perhaps, has been the 
single most significant change in 
tv — the sharing of sponsorship 
on co-sponsor, alternate-week oi 
participating bases. It's ob\ khisK 
been a direct result of the cost 
spiral and will undoubtedly per- 
sist. 

Meanwhile, however, it must be 
pointed out that television has 
been delivering the customers It is 
attracting the largest audiences as 
well as the Lircest advertising in- 
vestment in histor) Sponsors have 
iMideniabl) found it helps them to 
move the goods. 

\s CBS lelevision\ procram 
inc V ice president Mieh.iel Dann 
phrases it. "the da\ the advertiser 
feels he's not getting value deliv - 
e red for g»>ods and services, there'll 
be no more cost spiral " ■ 
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Ret«ilers, like Hens & Kelly, Buffalo, take advantage of 
merch«ndising opportunities offered by h.i.s. radio spots. 



The first h.l.s. Kop in Buffalo was a big success with ie0(i%- SiiriilSr danc 
rock 'n roll shows, hootenanni^s are planned for some 2fl! to 25 *(»»s itt ill 



Local radio sets teen 



Spot helps sportswear manufacturer spiral his sales 5Q pers® 



■ Any parlnt knows the maddening frustration of 
trying to make an impression on that most compli- 
eaied and evasive of all creatures, the teenager. And 
to the advertiser trying to make a brand impression, the 
adolescent's abstruseness is no less maddening, just 
more expensive. 

There are a few things that the grown-ups on Madi- 
son Avenue have learned. Teenagers like roek 'n roll. 
thc> like to da nee, they like to listen to the radio, and 
they like to look "sharp." Four years ago, Henry I. 
Siegcl, manufacturer of the h.i.s. line of men's sports- 
wear, put all these clues together. Today, h.i.s. sales 
are up some 50 pcreent and, if recent history repeats 
itself, 1964 will be another big growth year. 

Before 1960. h.i.s. was pouring its entire ad budget 
into print, with heaviest concentration on adult maga- 
zines like I'layhoy. Sales at the close of 1959 were 
hugging around the $24 million mark. Agency Leber 
Kat/ I'accione suggested that, although the line was 
pitched to men of all ages, teenagers really constituted 
the major meat of the market and perhaps h.i.s. should 
make a more direct and hard-hitting appeal to that 
group. Although the industry's accepted nxiom was 
that clothing advertising had to be "seen" to be effec- 
tive, roek 'n roll radio seemed the most direct route to 
take. Stations that appeal to teenagers with rock-'n- 
roll music frequently have adults as the biggest part 
of tlieir audiences. The average percentage of adult 
composition at peek teenage times can often run higher 



than 50 percent adults, according to some ^ 
surveys. 

WINS, in the h.i.s, home city of New York, t 
came the test vehicle, with a 13-week schedule of 
minute-spots per week in the Jack Lacy Show. By t 
end of 1960, sales had risen to $26 million. 8 
agency and advertiser agreed that the sales curve 
a direct correlation to the radio campaign. So, in lil 
h.i.s. expanded to five radio markets (New York, C. 
eago, San Fnineiseo, Los Angeles and Dallas) in ;e' 
case using the same formula: 18 minutes per 
Monday through Saturday, and one spot per hour I 
tween 4 and 7 p.m. on each station, with 134W 
flights in both the spring and fall. 

At the end of 1 96 1, a survey in the five raditt t 
markets conducted by the Eugene Gilbert outfit In 
cated that brand awareness among teenagers hi 
creased appreciably. Sales continued to climb, hft| 
S27 million. Although the Gilbert study indicated t' 
perhaps even more teens eould be reached at ni 
(7-10 p.m.). it now seemed clear tliat h.i.s. vf&$\ 
ting on target. In 1962 h.i.s. and LKP tOak two gi 
steps: they (1) mushroomed the schedule to co^^er 
top 40 markets, switching to the later time rnft: 
mended as a more efficient buy, and (2) created 
hop promotion as an economical way of exploitiWf 
radio's full potential in the area of local nicrchan|B 

WKBW Buffalo flew the trial balloon. Wor" 
hand-in-hand, h.i.s.. LKP and the station plannei 
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Award of an h.i.s. wardrobe to the tireless winner of a dance contest is often the highlight of th« evening. 
Here, WABC N«w York d.j. "Cousin Bruce" Morrow na-nes the lucky teen at a hop last year at Gertz, Hicksville 



rst h.i.s. Spring Hop for May 26. WKBW agreed to 
b|>ply the talent and put all its weight behind an on-air 
romotion. In the first of the two weeks preceding the 
ance. the station broadcast 54 announcements (nine 
er day, Monda\ through Saturday) naming 23 par- 
tipating retailers in the area where tickets were avail- 
^If. During the second week, the schedule was stepped 
h to 18 announcements per day. Retailers were sup- 
li®d with counter and window displays. Some 1 .()()() 
tkcts (each admitting two teens) were snapped up 
firing that 14-day period. Hy nixin on the day of the 
Bnce, every- retailer was out of his supply of tickets 
nd over 1 00 telephone calls were received at Town 
i>Jno (scene of the e%ent) and W KBW. requesting 
*id-iitional tickets. 

Although the only hop in 1962 was in Buffalo, the 
|)-market radio campaign was generating enthusiasm 
r h.i.s. across the country. By the end of that year. 
\ts> had jumped $7 million to an all-time h.i.s. high 
|34 million. 

Three markets were added in 1963. and the drive 
IS doubled in New York with the addition of WABC 
the schedule. Sales continued upward, hitting $37 
lion. 

This year is another milestone in the meteoric 
t'Uration of h.i.s.* use of s(x»t radio. The spring cam- 
|n. which got off the ground Mar. 16. includes 58 
tets and 59 stations^ (WINS and WABC). Fift> 
rccnl of the total ad budget is now in radio (the 



other 50 percent in I'layboy, Sports lllinirait'd and 
merchandising). The hops. 20 to 25 of which will be 
run this year, are already in full swing. Succe^sful 
ones were run during April at Gen/, in Ba\ shore. 
N. Y., and a kx-al Richmond high schiwl. A new twist, 
the first h.i.s. Hootenanns. was held on Mas 22 
in Tampa. 

Despite the fact that li i.s. and LKP have expanded 
a lixral market merchandising approach to national 
proptirtions, the effectiveness has not been dissipated. 
The same personali/cd relationship exists between 
client and agenc\ on the one hand, and the stations 
and retailers involved in the campaign on the oth^r. 
LKP selects each participating disc joeke\ and tries 
to contact each persoiialK . No formal scripts arc used. 
The agency supplies a fact sheet and encourages each 
local personality to deliver the copy in his own style, 
the only stipulation being accurate description of the 
merchandise and mention of one or two Kval retailers 
at the end of each s|X">t. 

What's ahead for h.i.s. in radio? The further ex- 
ploitation of kval-level promotion and merchandising 
possibilities are endless. For instance, the accnc\ is 
now talking to W'XY'Z, Detroit about a Lite-summer 
Baek-tt>-Seluxil Fashion Shou The station has offered 
to supplv its Kval talent and has suggested that teenage 
folk singers from the surrounding high schix^N be in- 
vited to entertain and p*>osibl\ compete for an h i s 
troph) . ■ 
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The package 




a vitail link between 



tv screen and 




Agency men feel that repe^tr 
copy f ronn advertising on package 
can aid sales at point-of^purcha 



■ TlIF PACKAGING RFVOILTION 

m;i\ seem slow, but last year pack- 
aging lighted up the shelves of al- 
most every U.S. retail store with 
$12.7 billion worth of activity. 

Yet, curiously, packaging and tv 
lia\en"t really clicked. Not, at least, 
to the extent that many packages 
are being designed for their tv ap- 
pearance — those vital few mo- 
ments when they appear before mil- 
lions of potential buyers, 

"The viewer ean be e.xpeeted to 
recognize a tv-advertised product 
only if he's seen its package on the 
screen." independent package de- 
signer Frank Gianninto has writ- 
ten in the magazine, Packaging De- 
sign. "Modern marketing being 
what it is, most manufacturers arc 
not in the business of selling pack- 
aged products," he continues, . , 
The best link in the gap between the 
tv screen and the supermarket is 
the package." 

Gianninto holds that tv imposes 
no new basic requirements upon 
over-all sound design. "A really 
good package is always a good 
advertisement — on a shelf, in 
print or on television." 

Take plastics as an example of 
the quickened packaging pace. 
More than 1.3 billion pounds be- 
came packaging material last year 
— enough so that every American 
could have papered a three-room 
apartment with his share, (Yet, it 
cost him less than half a cent of 
his disposable income.) By 1967, 
packaging plastics arc expected to 
reach 2 billion pounds and a value 
of SXOO million ( as compareil with 
today's S525 million, ) 

Things are changing. 

But what docs all this have to 
do with advertising? 

Well, packaging is one form of 
advertising, as designer Gianninto 
points out. Apart from automo- 
biles and major hard goods, it's 
difficult to name a well known 
consumer product that doesn't 
come in a package. The Center 
for Research in Marketing, I'eeV- 
skill. NY. contends th;it a pack- 
age's "ability to draw or divert 
attention, its communication \alues, 
its 'convenience features' have i-'e- 
come even more important than its 
serving as a container." 

F'urther, as is well known, m.m\ 
leading broadcast advertisers are 
in the packaging business — Du 



Pont, Dow Chemical, Cclancsc 
Corp.. Monsanto, Union Carbide, 
Shell Oil, to name a few. 

And, as noted, the up-and-com- 
ing packaging display case is tele- 
vision. Consider a Du Pont ex- 
hibit at the recent packaging ex- 
position, held in New York's 
Coliseum under the auspices of the 
American Management Assn.: on 
a revolving tray (covered with 
pellets that looked somewhat like 
miniature aspirin) were six or 
eight different milk cartons bear- 
ing labels of different manufac- 
turers, different dairy retailers. 

The cartons had two things in 
common, however. They'd all been 
liquid-proofed with the polyethyl- 
ene resin that Du Pont markets 
as Alathon. (The "aspirin" pellets 
were Alathon in bulk form.) And. 
as part of Du Pont's institutional 
advertising, intended to support its 
reputation for advanced research, 
they'd all been shown to the public 
on tv's Show of the Week. 

One reason that packaging and 
t\ haven't really jelled, however, 
is as simple as it is surprising: 
While much is known about good 
packaging design (see Si'ONsor, 
Dec 2, 1963, p. 26), what's known 
is not always put to work. Fvcn 



a quick tour of the aforcmentio"; 
exposition revealed how poorly d 
signed most packages arc. 

And the relatively rare mafl 
facturer who calls in a design c 
pert typically puts the cart befi 
the horse. The package is f$4. 
signed first. Then, and only th 
is it tested for impact, identifi., 
tion and legibility. It should 1 
the other way around. Key dcSi| 
factors should all be tested fin 
before the package form has bfi 
finalized, its printing complex 
and the money is spent. 

"Predesign research is the mc 
important and generally the mt 
neglected phase," according to & 
firm that specializes in pacfei 
research. They explain that 
design study not only helps cval 
the graphic elements that, hcsi d 
pict the product personality. It m 
also uncover a great deal about X 
product that ean be Of gertei 
marketing and /or advcrtisitig \ri\i 
Exactly why, for example, does t. 
consumer buy it? 

An example of good prarf 
however, is the design of Up 
soup niix packages, which erel' 
a sensation in their field, f- 
product manag^cr Bernard Jaka; 
of Lipton: "We've enjoyed a 
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RteiNT PACKAGING INNOVATIONS LIKELY TO BE SEEN QN TV: 

■ Papier cam thai serve 05 disposable sugar shakers made by 
Cleveland Caniairrer Carp. 

^ Plastic aerasal confain«rs from Celonese sord to be safer than 
metal or gloss. 

• A paper food Container by American Con Co. that con be 
pepped directly into the bveh, 

• Molded, oll-pldsfic miJk baffles fhat ore shatter-, odor- and 
scald-proof, Ughtwefight and latolly v^^ithout pre-do's^n clatter. 

• Laminated aluminum foil that will store freete-dried foods 
(strawberrtes, shrimp) in pantries indef inritely withaut further 
freeiirvg. 

• All-alumihum beverage &nd seofood cans, from o Reynolds 
Metcils subsidiary, that ore lightweight, durable and corrosion- 
resistont. To be used by late summer by tyvo Canadian brewers 

• Tin-plated st*eel foil that is tough, waterpraof, insect- and 
puncture-resistant. Made by U.S. Steel, il could be used for o 
barbecue kit — meat, chariGOal^ lighting fuel all in one package. 

• A light, tciugh. traf>«pdrent and Ciil-resistanf plostic called 
"Olemer" by Avlsun Corp., whic^ will be used by Sun Oil Co- 
in all its 1964 Outboard rtvotor all containers. Cus|amer con see 
how much 6;il is left in his can, p©4jr it easily because of the 
no-clfcng prapefty, not worry about rusj or dents and nor bum 
his fingers after leaving the con in the sun all day. 



iblc sales incrciisc since iidopting 
tftc new packnge.") Predesign study 
Mih so tln>rough tluit it defined the 
E^fecise shade ol" red to be used in 
kc st_\li/ed tablecloth shoun in the 
ackground on the package, even 
e best si/e for the gingham pat- 
rn. The specific package shape 
ho proveil to produce a sense of 
warmth"' and "home-made good- 
ulness," pre-established as desirable 
] iTor the product personality. In 
onirast, another test-package 
t iKhapc made people immediateK 
hink of desserts. With this re- 
>ea.rch done in advance. it"s little 
s^onder the package sells soup. 

Packaging trends are consider- 
hl|: broader and more varied 
[•hlji the outsider may .suspect, 
aawcvcr, if the AM A paekaging 
how is any measure. 

Plastics a re big right now and 
K sold on the basis of being 
tear., glossy, "loaded uith eye 
;aL" moisture-proof. irans- 
jx'^njTCni, lightweight, heat-soluble 
nd a "glamorous" way to package 
\a\k goods. 
Fkir retniler convenience in 
fidling, shipping and storing, 
rtis like reinforced rack bags and 
EEDns are being promoted for dis- 
f purposes, longer and more 



ilurable shelf life, thrce-ilimen- 
sional stability. Many are poK- 
citated or poK-lined to contain 
problem products like dog foods, 
potato chips or flour. 

Plastic film — a whole area by 
itself — is cited as heal-shrinkable. 
pu net u re-resistant. self-closing, 
transparent. clear and porous 
enough to allow contents to 
"breathe." A variation on the 
theme, perhaps, appears as Minne- 
sota .Mining's tape, designed for 
ilirect contact with footi a nd prod- 
uce like apples, chicken. 

For self-selling products, the 
window package is the current hit. 
"Open doors b\ letting the cus- 
tomer see inside," sa \ s Dow 
Chemical of its "mirror bags." ile- 
signetl to eliminate labeling because 
printing can be done directh to 
both transparent sides. 

Reclosable pouches and bags 
are offered both by Dow and He- 
mis. I he housewife pulls j tab to 
open a slit, which can be closed, 
in turn. b\ pulling the ilrawsirings 
under the opening. 

Portion packs — a single serv- 
ing in each one — are also being 
marketed for restaurants, airlines, 
vending machines. 

Also dcsiuncd for consumer 



couvcnieiKc .iri -np h >t!l ir.i|x 
coiitauicrs With hui\l in luiuHcs or 
[■Hiuring s|-h)uIn. trii. k\ i. losuti. > 
custom si|uee/e lubes aiul spv 
ci.ilK molded ci'iiiauK i s 1 some ol 
which servo .is sli ippm • t. r.it<. s for 
other spcei.illv nioMcit coiiiainers. 
such as letraht-ilr.d milk (.artoiis! 

CiooiKear w.is promoliui; (.on 
lour packaging lli.il would In iim 
product shape i .isini.iii koihik 
was showing plastic sheeuiii! 
Shell C'lieniical ciiiphasi/cil Us p.ic k 
ai;e development workshop which 
(.Ireanis up containers tor toinor- 
row . 

Among ihcm. a disposable 
spreader hollle (sou si|uee/e the 
bulb-shaped end an<.l ss rup or a 
cosmetic comes out ol a vv iile. but 
thin mouthed dispensing head), a 
lujuid wax container that is also 
an applicator (\ou hold onto the 
grip-shaped flask, rub its fo.ini- 
paiklcil base on the floor, which 
opens a ball v.ilve so that the eon 
tents seep di>v\n and through the 
sponge for spreading ). a folding, 
see-th rough package for colored 
beverage concentrates in vvhieh 
each section is a ilifterent fl.ivor 
( each makes a glass-si/ed ilrink ) 

I hat a package is reallv an ad 
vertisement and shouki be linked 
more closclv to the advertising 
theme w as emphasi/eil at the ex- 
position's opening session hv Suren 
Ernunan. v ice presulent anil exec- 
utive art director. MB1")\() 

"Not main are reearileil. as thev 
shouki be. as the final ad in the 
companv s c.unpaign." lie said. 
"Not man) go bevontl a hu l>okl 
tlisphi) of a product, plus 2" little 
sunbursts, mortises .md .issorteil 
junk. 

Packages and advertising could 
be linked without adding "a (x-nn\ 
to the budget" of either one. he 
declared. 

"One simple sclline mcssjee 
l.iken fri>m advertising and inte- 
grated into the pack. ice design 
woukl not interfere w iih the uni- 
versal K rceogni/ed wmbol of the 
product Rather. 11 would re in- 
fo re e the produet-sv mbol on tlu 
package 

" I his gives the p.ick.i \ in iin- 
jxirt.ml role in the iwer .ill ,id 
vertisiug str.itenv .tiul h. rnes^es a 

powerful ami relalivetv unlappci! 
source of persuasion." th^ p.ickae- 
mg expert concluded ■ 
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TIME / Buying and Selling 



A step-by-step description of tv spot purchasing 
in the fictional "Birdley" market details how re- 
search tools are used to determine the "best buy" 

Executing the media plan 



■ How iMi'ORTANT is audicncc 
measurement data in the time-buy- 
ing operation? Should the reams of 
statistical information be ignored? 
Should the data be used only as a 
numerical "crutch" in order to jus- 
tify straight-forward, unimaginative 
buys? Or should it be used as one 
of the main factors when consider- 
ing any good spot buy? 

First, we must examine the func- 
tion that , buying really performs. 
Buying is the execution of the me- 
dia plan. A media plan is only 
potentially good or bad or only 
potentially creative until it is 
bought. And unless it is bought with 
careful attention to fulfilling the 
complete instructions of the media 
proposal, it cannot be an actual 
good plan or an actual creative 
plan, and it will never do the best 
job for a product problem. 

Planning and buying have to go 
hand in hand. One relies upon the 
other for completeness. Often, the 
same individual pc rforms both 
functions; sometimes there is a 
planner and a buyer; and in exten- 
sive, high budget plans that in- 
corporate virtually all media, many 
buyers may execute parts of one 
media plan. 

At any rate, a buyer's first re- 
sponsibility is to acquaint himself 
with the media plan itself. (Not 
just the elements, but the thinking 
behind the elements.) What is the 
over-all intent of the plan and what 
part does the buyer play? Is he to 
bu\ tv or spot radio to accomplish 
one of many possible oltjectives? 

1 here are many reasons for bu\ - 
ing a particular market, among 
them; 

I. Increase .idvertising weight 
in areas of high sales potential for 
the product. 

2 Increase advertising weight 



in areas of low potential sales in 
order to increase purchases. 

3. Increase advertising weight 
because the network tv effort is 
average in this particular area. 

4. Provide all the advertising 
specified for this area. 

Let us suppose that we, as time- 
buyers, are to buy a fictitious mar- 
ket called "Birdley," which is one 
of a group of markets we are going 
to purchase for a product whose 
sales are currently regional. (Ob- 
jective No. 4 above.) 

We also know that the major 
users and purchasers of this prod- 
uct are women and that, although 
all women buy the product, young 
housewives are the principal con- 
sumers. The advertising copy is 
such that the buy is restricted to 
60-second tv commercials. Further, 
the advertising campaign is to cover 
a 52-week period. We would now 
check out the cost of spots and de- 
termine that approximately five 
spots a week in the market can be 
purchased according to our budget. 

Additionally, we decide that a 



combination of three daytime plus] 
two late frin:ge spots in Birdtey 
will provide the necessary heavyj 
coverage of housewives, and sTill, 
reach the working woman wh© tl 
not available to daytime tv. 

So rnuch for preliminaries. Kaaj 
we have to determine how vaucH 
we can get for the rnoney about m 
be spent, and we are talking IfeiJ 
size of the audience. 

Audience is universal; the texm^ 
are applicable whether buying 
the United States, or a certain 
gion, for Birdley. Audience can Ibj 
expressed in many ways, 1 
whether we talk, reach and fw" 
quency, cost per thousand or vvhal 
ever, it is still the same thing; A 
audience to one commercial. 

Our instructions, as timebuwri 
are to buy the entire Birdley raarl 
ket. We determine that tlie marfe'S 
consists of four counties. The lfi.W"i 
area contains some 200,000 hofl^^ 
holds serviced by three teheviaG 
stations. The surrounding thrCi 
counties, each of which has 1 00. 1 
000 households, depend upon .Sii'di 
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iiUMtiii supers isnr, BlilX) 



At bro«dcail supervisor cf 
the anjlytii section of BBDO, 
Jo^n leshy it r@sponsibl® for 
allrrradiA plans, jin«lysis of 
current «nd fulur# services, 
tpecial reports, training, and 
also works with tK® preg-am- 
ing department. She joined 
BBDO in November, 1960, as 
a broadcast analyst. Prior to 
that, she had been with A.C. 
Nielsen. Miss leahy is a grad- 
uate of Fordham University, 
with a BS degree in econom'cs. 



ley for ihoir television entcrtain- 
rtient. 

We now go to the Nielsen Cov- 
erage Study or American Research 
Bureau coverage btioks. The<.e tell 
us. that onl\ two of the three sta- 
, tions cover all four counties. Sta- 
tion WYYX is far below the others 
in covering Counl\ C ( see table 1 . 
' Next we turn to the American 
bResearch Bureau and Nielsen Sia- 
kipn Index local rating books, which 
provide audience measurements 
foT each station. Among the data 
icicluded are: 

1 . Metro rating: percent of i\ 
h0,mes in the metro area tuned to 
a specific station during the average 
.quarter-hour. This would tell us 
St he size of audience in the most im- 
portant county of Birdley's market. 

2. Station total homes: total 
homes in the United States reached 

y the station. This indicates to us 
ihi number of households reached 
^^eyond the Birdley metro area. 

3. Total men. women, teen and 
ihildrcn viewers. These figures 
ikow us how many women (our 
arget audience) we are reaching. 

Although some of these spots 
tiay ha%'e higher ratings among 
ToQ.seholds and women, they ma\ 
T0t be available for purchase, so 

ire call the representatives of the 
wo stations and ask for a list of 
v^ailabrlities. 

} We look at each of the spots 
'tostfly in terms of cost and house- 
wld audience and t\pe of audience. 

Both stations provide a list of 
laytime and late fringe spots that 
ilvse the same rating and cost the 



same amount, but W'XXZ reaches 
more women than WXX^'. 

We decide on WXXZ and sit 
back and relax, believing that the 
best possible job has been done. 
Then along comes a "switch pitch" 
from WX.X"*»'. Possibly while ue 
were deciding on WXXZ, an ad- 
vertiser on WXXY pulled out, and 
a whole new list of spots has be- 
come available. So we start all over 
again. But we must always be 
aware of the marketing facts per- 
tinent to the problems before us. 
Considering the fact that buvers 
often purchase 50, 100 or more 
markets, and 5, 10 or 20 spots in 
each market on one. two or more 
stations, we realize that a buyer's 
job is an extremely demanding on.\ 

So far I have attempted to ex- 
plain the role that research data 
(such as that used in the Birdle\ 
market buy ) pla\ in buying. These 
numbers, as important as the\ may 
be, provide onK a beginning, a 
ha.se from which to take off. A 
good buyer would never lean to- 
tally on these numbers. He would 
depend on his own judgment. 

For instance, we ma\ decide to 
buy a certain spot for other than 
audience and efficiency reasons. 
Suppose we are buying spots for a 
weight-reducing product, and de- 
cide that a well-priced, highh - 
rated spot in "To Be I hin Is I o 
Be Miserable" is just not right for 
our advertiser. Or perhaps we de- 
cide that a lesser- rated spot is bet- 
ter because it is reaching a certain 
type of woman ( uppcr-inconv. 
younger, etc. ) that other spt)ts do 



not and, as a result, iKit.iscs our 
• •\er-.ill rea^li iii the market I his 
last consideration is not r».adil\ 
available in a loe.il r.itiiii; Ivh>1 
More ilel jileil inlornsaiion nia\ 
lui\e to h.- iKilion.il in seO|K I or 
example, ihe Nielsen I \ Index 
coniplctc re pi • It rna\ indicate th.it 
a certain kind of program apjXMK 
to a segment of the t\ audienee 
that is i.litlu"ult to reach .iiul these 
nia\ he just the customers f n 
uhom we are U>okmg Assumiiie 
that what is true nattonalU is also 
true localK could be in error, hut 
it is poteniiall} less in error than 
assuming nothing at all. 

.Man\ sources are available to 
Us in our bu\ ing operations, lor 
instance, T\ li or RAB may be con- 
sulted. I f we have national data 
we can go right to it; if we work 
in an agenc\ such as mine, the 
analysis section can help. Also, 
read trade magazines and papers 
and ask the station representative 
for information. We ma\ make rc:il 
pests of ourselves, but vvc will vviml 
up doing the best piKsible job, a 
lot harder job than just deciding the 
lowest costs per thousand on a 
household basis. 

Certainly the problems of buy- 
ing are cxtremeh complex. I he 
best approach is not how main 
answers we have but how mam 
well-directed cjiiestions we cm ask 
of ourselves, and pitssibly find an- 
swers to, among the materials I 
have just mentioned. We do need 
more and more research, not 
only nationally but on a ni;irket by 
market basis — particul.irK in r;idio 

Wouldn't it be nice to know ex- 
act 1\ the characteristics of our au- 
dience, how manv of them were 
actually around vv hen the commer- 
cial went on — not in the kitchen 
getting a glass of milk — how manv 
of them actualK were paving at- 
tention, and so on * 

rheoretieall) wc should s iiiie 
day be inundated w ith the research 
tools necessarv to make the best 
bu\ — and using all these hxA\ is 
the onlv r/c/i/ wa> to insure the 
best buv . I'nforiunatelv . this is no' 
going to make a good buvcr's job 
any easier than it is nou It will 
probablv be a lot harder It w ill. 
however. di> this in the end. the 
buver will know he has done tiK 
best possible job for h s e i n' 
And his clu'nt w ill know it too ■ 
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stages strong network comebaok 
among top clients for 1964-65 



Ten-year trend toward participation sponsorship is 
being reversed as sponsors once more seek impact 
and identification — even at risk of show failure 



■ An\i KrisrRs arc buying larger 
segments of network tv programs 
this tall, reversing a 10-ycar trend 
toward more [)iirtieipation sponsor- 
ship. I'hey arc doing so in spite of 
both the risks and the doUars in- 
voked, and they're not showing 
man\ quahns about jumping heavily 
into new shows as well as into old 
ones. 

Full sponsors of hour-long shows 
remain rare, but many advertisers 
that normally have bought minutes 
are now busing alternate half-hour 
segments, the networks report. 

As of last season 50 percent of 
all tv was bought on a participa- 
tion basis, according to a study by 
"Gre\ Matter," a Grey Advertis- 
ing publication. This picture will 
most likel) change when the total 
picture for next season is illuminat- 
ed, showing a new trend. 

I he fact that more advertisers 
arc hiuing greater quantities in sin- 
gle programs docs not neccssarilv 
mean the number of advertisers is 
decreasing, the networks note. In 
many eases it sinipK means an ad- 
vertiser that has been bu\ing one- 
miniite participations in three pro- 
grams is putting all his s pi its into 
one half-hour show, distributing the 
same anuinnt of time in a dif- 
f^rent way. 

Whdl is important is the fact 
that advertisers are gronpint: their 
spots to ( I ) make a biguer imnael, 
(2) obtain greater corporate iden- 
tification. (3) obtain greater pro- 



gram identification and (4) have 
a showcase for more products. 

New shows arc also being bought 
in segments. 

"Because there arc so many vary- 
ing factors, a new show is not real- 
ly any more of a risk than an old 
show, so advertisers arc willing to 
invest in new shows just as read- 
ily," says Jack Otter, vice president 
of national sales, NBC-TV. As an 
example he mentions 90 Bristol 
Court, a 9()-minutc three-part com- 
edy program starting this fall on 
which Gerbcr Baby Foods bought 
alternate half-hours. The buy repre- 
sents Gcrber's first investment in 
nighttime network television. 

The variables on old shows which 
make them a "risk" — albeit a Ic.sscr 
one — include different lead-ins, dif- 
ferent hours, different days and dif- 
ferent competition. Here Otter cites 
Perry Conn), which did very well 
before it went up against Beverly 
Uillhillies and took a beating. 

Some of the large-segment buys 
for next fall on old and new pro- 
grams which Otter feels indicate 
a trend back to fuller sponsorship 
arc: 

• Gillette's one hour a week bu\ 
on Wednesday i\ii^ht at the Movies 
(mo\insz from Monday). 

• Miles Laboratories, tradition- 
all\ a minute sponsor, buying full 
sponsorship of Jock Beiuiv as well 
as I he Roi^w's. 

• Libb>. McNeil & Libbv, also 
a minute sponsor, buying full spon- 



sorship of Adventures of Mr 
goo, a half-hour program. 

• Mattel, which usually boiiglit; 
minutes on all three networks, buy^ 
ing an alternate half-hour on F/|p 
per. 

• Timcx, usually in specialtv 
now taking an alternate half-hSur 
in Hollym>od and the Stars afrl 
Kentneky Jones. 

A spokesman for CBS-TV sUp 
therc is no question about a trend 
back in the direction of fuller spon- 
sorship. CBS, which has alwai's 
had a lower portion of participation 
sponsors than the other networks, 
according to the spokesman, will 
have an even smaller number nfsl 
season. For example, Jackie Gltg^ 
son and Perry Mason, which ham 
always sold in minutes, arc now ba- 
ing sold in half-hour alternatc-vvfeck 
segments. 

''It is true that ABC-TV him 
also noted a trend back to more 
co-sponsorship in this fall's buy- 
ing," according to Fred Pierce. ¥iw 
president of planning and sales dr- 
velopmcnt for the network. "^Bil! 
the main reason for this is 
we have more half-hour 
grams," he says. 

As an example. Pierce points ml 
Monday nighfs Wagon Train, fOl 
minutes, which wrill be replaced t;M#' 
fall with thrc: 30-minutc pro.ClMl*- 
And, of course:, co-sponsors are hot 
rare in half-hour shows, \^'ith llfUTf 
shows. ABC has no eo-sponsor situ 
ations. 

There arc a few! of the fully-sp$?fl- 
sored one-hour shows left: lh?mfiiSi 
(Chevrolet), Boh fkwe (Chry^Mr) 
and Kraft Theatre (Kraft.). B4ii, m 
gencjaJ. the daVs of the pnc-ltaur 
show sponsor are gone — not only 
because of risk but because of cd§X.. 



of cmt, ii 



I 



How iiKiii) ucKcrtisors c:m .it lord 
to Milk $13 million to $15 million 
into u single tv proyr;ini. asks one 
network man. 

AcKertisers are enthusiastic about 
half-hour programs because the\ 
pin purchase niternate hall-hours 
and still get identification with the 
program. And the risk, as far as 
the record shows, is reduced. I his 
is because the popular success for- 
mula iiownd;i\s is comedy, and 
fon'edy usually lakes n half-hour 
format, ABC-r\"s Pierce says 

Iliere is no rea I yardstick for 
measuring the potential success of 
a program. Pierce feels. A gixnl 
program one year nia\ drop in pop- 
ularity the next because of the 
competition, and a new program 
idea ma\ be a hit The criterion to 
I follow is sinipK "good judgment," 
he says. 

To help a new program get bet- 
ter footing, it is usualK placed be- 
tween iwti \er}, successful shows. 
Pierce continues, but nothing is a 
sure thing no matter how you 
treat it. A new move toward less 
participation buying does not mean 
l e»^ s risk. 

Over the >cars the nunc toward 
participation bu\ ing has been 
st'eady. Ten years ago, just about all 

it^'levision was purchased on a 101) 
percent sponsorship basis, the Grey 
research points out. An advertiser 
would perhaps buy a half-hour pro- 
gram a week and he'd ha\c three 
minutes of commercial lime a week. 
%o exchanges, no cross-plugs, no 
co-sponsorships. 

The co-sponsorship policv ca me 
(into being as ;i result of rapidh 
rising costs and fear of failure. By 
I95.S-59 about half of all show's 
were being sold on a co-sponsor- 
<h'tp basis. Later the de\elopmeni 
led to even smaller segments — 
parlicipaiions — until last season 
«he^n participation buys accounted 
fer more than half of all tv bu>s. 

The reversal back to larger-scg- 
werit buying undoubiedK will mean 
• more complaints on risk if the 
programs fail, the advertiser having 
ii larger investment at stake. 

In the past, adxertisers ha\e been 
annoyed over the risk element when 
fh;eir programs ha\c not done as 
wcell a^ expected. Many have pushed 
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New network 
prime time programs 
for 1963-64 



season 



RETURNING 



CBS-TV 



CDeoth rate 821 



I My F av&FW^^Wfi I tion 
Judy Godond 
C'-'li br ily Genu.' 
Madi* m Aincnca 
LaM Sidr West hidv 
GlynMii 
Icll If to thi« CotlPL-IO 
Dcjnny Kciyt 
Grt-'Ql AcJvcnU/H' 
Till' New f'hil 5(lv»*r\ Sl^o*-. 
L_ 



ABC-TV 



Oulfl lltTIIIS 

B ij ' l< !• \ law 
Jimnty Dron 
Former''! Dou(|l)trf 
Pally Dokc 
Hollywood PoIqcc 
100 Grand 
J» rry Lt'wi* 
Arrtisi K Triol 
BfL-oking Point 
Grcolpsl S^tow on boMh 

Jain)ie McPlieelefs 



NBC-TV 



IDonu 
Grmdl 
Hullywood and ihe 5lar> 
Mf Novot 
Richoid Boune 
fc^planage 
Icrnple HouMari 
Bob Hope 
Horry'i Girl; 
TW3 
ihf Lieolenonl 
Red loo 
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Cg-SPONSORSHIP . . . 



fi)r some form of guanintecd circu- 
hition. Among the giant tv spon- 
sors who have complained in the 
past arc Colgate-Palmolive, Lever 
Bros, and Procter & Gamble. 

Colgate was hit with the death 
of I/arry's Girls- earlier this season, 
it was full sponsor. P&G has not 
had great suceess with Grindl whieh 
is going off the air the end of this 
season, it was full sponsor. Last 
season Lever lost Loretta Young 
at mid-year and eomplained bitter- 
ly. It was full sponsor. 

David Mahoncy, executive viee 
president of Colgate has said: "We 
are required to put good money on 
the line for long periods of time 



on unknown quantities with no as- 
surances. How do we know that a 
new show, or an existing show, will 
achieve anticipated ratings? How 
do we know this when on occasions 
the network won't even guarantee 
the time spot of the show? And 
what do we have if the show 
doesn't achieve its ratings? After 
all, the networks have the often- 
exercised resource, if the show is a 
success, of jacking up the prices," 
he says. 

P&G has stated that any contract 
with the networks "constitutes a 
tremendous risk and a calamitous 
waste of advertising dollars if the 
show docs not achieve a large and 



faithful audience." Th^ company 
offers three solutions: 

1 . Develop ' your own sk<M\ 
thereby exerting closer control Ofl 
the out-of-pocket costs of the sho»;. 

2. Withdraw support from an Mjftr; 
successful show at mid-season |f 
the program is not being supported 
by the public and if you can wmk 
it out with the network. (Of ffOMfst 
the new show may turri out ti) bt 
just as bad or worse if it 3S in tjj^ 
same time-slot, as the unpopnlta* 
program probably alienated a can- 
'?iderable nurhber of viewers.): 

3. Use heavier spot participation 
instead of prOgrarn sponsorship. 
This provides more flexibility f* 
the advertising dollar, but does :nM 
give the plus benefits that acerue 
from regular program sponsorship; 

When large-segment buying for 
a new program is considered, ths 
following points should be covcrfid: 

• Is the proposed program real- 
ly new or is it similar to other pm^ 
grams of the past? 

• Who's writing the show? 

• Who is in the cast? What is 
their television "box office pOleii= 
tial?" 

• How sound is the plan f<3r 
program development over thi 
weeks? 

• On what network and during 
what time period will it appear? 

9 Opposite what programs m 
competing networks will it be? 

• What programs will preceiJfe 
or follow on the same network; dia 
other networks? 

These aspects cover a new s;how 
and an old show. An old show th€t 
has been successful may riot be suf- 
ccssful the next year when tht tlrm. 
day, competition change, as noted.^ 
Moreover, if there has been a rist. 
in cost there is a new risk, since ftl I 
projection of the show's perfcMff-' 
ance at a higher rate must bC" cM' 
sidcred. Also, shows wear out, Al 
show may be bought at its iurnjn|l 
point. ] 

More co-sponsorships vs. partiei'"'| 
pation buying does not mean thiti 
advertisers foresee less risk. Tlif^l 
is no indication that the death »atf ! 
of network programs will de^teap. 
It may mean that advertisers w^Hj 
buy more on a "calculated rilk'i 
basis rather than on "spcculialifli 
risk." 





WNAC-TV Komic Kaption Konletl winners (from left) seated Ken CUpp, v. p., Charles 
f. Hutchinson, Inc.; WNAC-TV president William M. McCormack, host of luncheon at 
^^Kk's; Anne Jahares, Harry M. Frost Co.; and Ben Botty, Worcester "Evening 
Caiette." Standing: Evan D Neuhoff, a/e. Bo Bernstein & Co.; Harris T. Ph'nney, 
*.p., and Mike Price, Harry M. Frost Co.; Ken Moore, v p., Fuller & Smith & Ross; 
larl M. Levine, copy director, Loudon Advertising; and John T. Malioy, a/e, BBDO. 



Admen help put 15 candles 
on Boston late Show' cake 



Long-run movie showcase on WNAC-TV 
invites agency wits to compete 
in novel Hub City promotion match 




Judge Carl Gesller, Rustcrafi, gives 
p.r director Phyllis Doh@rty his 
while Al Korn, Channel 7 advertising 
motion director, looks on. Phiiip 



WNAC-TV 

se'eclions 
and pro- 
lowe re- 



checks an entry and lee leBlack (with c g^r), 
vice president of Arnold & Co., watches- 




Judges Philip Lowe of Harvard "Lampoon"; Carl 
Goeller, editor-in-chief of Humorous greet ng 
cards at Rustcraft, Dr. David M. White, chair- 
man of Dept. of Journalism, Boston University 




One agency scored three winners in Kemic Kap- 
tion Kontest; (l-r) Harris Phinnay, vice presi- 
ident, Anne Jahares, secretary, and Mike Price, 
creative director, all from Harry M Frost Co 



■ VVRiriNG N'lw csPTiONS for scenes from old movies 
ssen on television has sparked everything from book 
sales (of what is regarded b\ many as essentially a "non- 
bw>k") to a flourishing syndication scries called Silenis 
Please. 

This spring, the caption -writing pastime provided 
Boston's WNAC-TV with a way to draniati/e the 15th 
anniversar\ of its l^aie SInw movie series to the ad 
agency field. 

\VNAC-T\'. which launched the series as a Sunda\ 
night event in 1949 (it wasn't until 1955 that it became 
a nightly show), decided to run a contest for ad agencs 
wits and iv editors to parallel pri/c awards of portable 
tv sets planned as a public audience-builder. 

Ten prizes w-ere awarded for the best "Koniic Kap- 
tions" for a set of four eornball movie stills (including 



one of John \\a\ne elui rging ashore in World War II. 
sub-machine gun in hand). These were a trio each ot 
ptutable tape recorders and electric can iipencrs. plus 
tuo pairs of Polaroid Land Cameras and electric slicing 
knives. Winners ( see photos) were honored at a special 
luncheon held in a Boston steak joint. Over l(XM) 
agenc\ executives ( b\ W V \C- lA s count) were incited 
tit participate 

Judging the admen's efforts uere: l)r l).i\id Man- 
ning-While, chairman of the Department of Journalism 
at Boston I niversit) ; Carl (ioclier. editor-in-ehief of 
Rustcraft Conipan\*s Humorous greeting cards; .uul 
Philip Lowe, public relations director of the H.ir\ jrd 
/ uinpootx. Agencies represented b\ the u inncrs includ- 
ed BBDO. Harr\ M I'rost Co . Luller \ Sm th \ Ross. 
Bo Bernstein and Linibon \d\ertisim:. ■ 
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N3tibn^l sponsors drswn to 
»up selling 




Arf Sakellon 

president, 

FM Group Sales 



FCC approval of unique 'unit' representation plan provides one approach te 
problem of selling the values of FM as an ad vehicle for major sponssri 



■ National sponsors arc in in- 
creasing numbers diseovering FM 
as a medium for their national 
advertising dollars. But the amount 
of national expenditures that has 
seeped down into FM ean best be 
described as a triekle. And mueh 
of that triekle has found its way 
into the medium only in recent 
years. 

The comparatively small-num- 
bered audience per FM outlet in 
a given market often stands little 
chance of attracting a sponsor 



interested in reaching a "mass" of 
listeners with his national ad bud- 
get. And, until recently, in these 
cost-per-thousand conscious times, 
there was little or no information 
available that provided data about 
FM homes and listeners. Obvi- 
ously, those with a stake in the 
medium were, and are, interested 
in remedying the situation. 

One organization that has done 
something about this is FM Group 
Sales, a firm that represents (on 
a non-exelusive basis) in a number 



of top markets several stafiaa* 
that are sold as a group or unit 
in each area. 

The FM Group Sales Opcrati&l 
recently came under FCC scru- 
tiny, and in February, the Commis- 
sion found the operation to be irt 
the public interest: "Basic to our 
decision is that the purpose of thi 
FM Group Sales plan is to en- 
hance the competitive status of 
FM stations. This purpose is coji- 
sistent with the Conimissjon's ef- 
forts to foster the development # 



Whst does Detroit test mean 



A question-and-answer study on what comes next 

■ As ANNOUNCED Ri.ciLN TLY, the radio diary results of the ARB- 
RKO General test were ecnsidered "favorable and eonelusive enough" 
lor ARB to announce entry plans for national radio measurement 
next fall and loeal radio service, initially for stations in the largest 
markets, perhaps starting at the end of the year. 

How do the results of the Detroit test relate to the upcoming 
plans'? How successful was the Detroit test? The following questions 
and answers, exclusive to Sponsor, fill in some gaps as yet unexplain- 
ed by ARB. 



Q. \Muit «as (he reliirn rate of 
diaries in the Detroit test? 

A. Multi-media diary return was 
3() percent. 

Q. llo\\ ttoiild this coiiipsire 
with )onr current t% tainil) 
(liar)? 

A Since the tv family diar\ re- 
turn rate is based on an orig- 
inal sample of cooperalors. it 
is not possible to make such a 



comparison. However, if we 
could come up with a figure 
it would be 35 to 40 per- 
cent. 

y. >Vhat effect does it have on 
tlie test resiihs? 

A. Based on the comparison of 
the special personal coincid- 
ental versus the multi-media 
diary (radio part) it has little, 
if any. effect. 



Q. Will any effort be made M 
increase returns in future siir* 
veys? 

A. There arc methods, such as 
personal replacement and in- 
centives, that can be used to 
increase the rate of return. 

Q. SVhat si/e sample do yttii 
contemplate (complefe di- 
aries) for a typical local niar- 
kel report? 

A. New York. Chicago. Lm 
Angeles— 3000 to 5000. ill- 
eluding 1000 metro sampte 
size; all other markets, mini* 
mum 2000. including 1001) 
metro sample homes. 

Q. What mjirket.'* do ymi cmiir 
t empl'j te .survey i iij;? 

A. Top 20 markets, in January, 
1 965. 

Q. How inanv t'lmm a y/mr >yill 



-SPffliiiSR: 



FM hriKulcaNting." uiotc the ICC 
;in its letter lo I- NIGS 

President Art S.ikelsDii lormcil 
tlic tuo-ye;ir liria alter ieavini; his 
local sales post at CHS' Chicago 
outlet. WliUM. 

" I he reason lor I'M Group 
%jes' hchig." he states, "is to make 
it worthwhile lor the agenc\ media 
tlepartnient to buy l-'M." In the 
past, national ad\ertisers hail lo 
deal with several l-M stations in 
an area to gel the coverage offered 
by an AM outlet. I he group plan 
simplifies the procedure and also 
offers the agency the added ad- 
^.snitagc of centralized billing. The 
agency pays FMGS which in turn 
pays the stations. Result: greater 
encouragement for national ad- 
vertisers to use FM. 

According to FMGS, until the 
Pulse survey in Chicago during 
August. 1961. there had been no 
iddustry-acceptable l-M audience 
rg^search data available from a rcc- 
0|!;ni/ed research firm. Nor were 
tkcrc cost-per-thousand figures. 
FMGS had a hand in bringing 
about this first survey and takes 
credit for introducing an indicated 
CPM and a daily and weekly cu- 



mulati\e .ludience measurement to 
IM 

Smcc the mitial survey. Pulse 
has conducted studies m Los 
\ngeles, Detroit. Clevclarul and 
San Francisco, culminating in the 
top ten market survey recently 
completed lor the National Asso- 
ciation of F.M Broadcasters 
(Si'OssoK. I'eb. 10) .It a ci>st of 
S 3.^. ()()(). 

With market research figures, 
FM Group Sales stations, on a 
collective basis, have offered a 
competitive position in the radio 
market that has interested na- 
tional advertisers to the tune of 
over $300. 000 in the past year 
and a half, according to the com- 
pany. 

I'MCiS currently represents sta- 
tions in eight top markets. These 
arc Boston. Chicago. Cleveland. 
Detroit. Los Angeles, Pittsburgh, 
San Francisco and Washington. 

In the Los Angeles market, the 
group consists of eight stations 
(KlilG. KH.MS. KFNIU. KGLA. 
K.MLA, KNOB. KRH.M and 
KU I E). Based on AM Pulse 
July-August, 1963. and FM Pulse 
July-September. 1963. surveys. 



Mond.i}-l riil.i). pi'r avtr.i'c i|uar- 
ter-hiuir. the iruup r. Hiked third 
in homes and liskiKrs duriiii: iIk 
9 am to 12 imon aiul 12 noon to 
^ p.m [vr toils In tlie ^ '> p m 
time slot, the stations wer<. setoiul 
and third in homes rc.ichcd and 
third in listeners \iul during '> 
p.m.. FMGS u.is second m S'oth 
categories. 

Currcnil). natton.il sptiisors 
placing spots with the I os Ange- 
les group .ire American F-\press. 
American I ohacco (C.irlton cig- 
arets. Decaf coffee, I cxaco. 
United Airlines. Nation.il \irlines. 
Pan American, P [ orill.ird (^'ork 
cigarcts ) and lUirgermeister beer 

I he first five of the above ad- 
vertisers also have commercials on 
the Chicago group's outlets 
(WCLNL W l)HF. W I All". W I \10 
and WKF.M). 

FMGS takes credit for intro- 
ducing many of these sponsors, as 
well as Allstate, Philip .Morris and 
Corn Products ( .\Li/ola ). to FM as 
an advertising medium. 

In V ievving the profile i<f the 
national advertiser. Sakelson is 
quick to point out different kinds 
Connniifd on piii.v ^7 



to ARB radio rating plans? 



}0n nrakc a ,siirvcy of Ihc 
h)cal niarkcls? 
A. Initial frequency will be de- 
termined by client. Possibly 
two limes a year in larger 
markets, winter and summer, 
with more available as re- 
quested. 

'Q. Will audience be converted 
jn n home base, or be shnnn 
a% i lid i> id II a Is? 

A. Our thinking is to report all 
information by individuals, 
with perhaps some formula 
for arriving at home esti- 
mates. 

y. Will melrit dain and (v area 
duta he j>h«)vvn as percent or 
indiv idnals? 

A Individuals. 

0- Oil whji4 lime basis? 

a\. Average quarter-hour listen- 



ing, reported by hall-hour. 

Q. Hon «ill audience composi- 
tion data be shown? 

A. Men, women, broken down 
by 18-34. 35-49. 50 and 
over; teenagers; and total 
persons. 

Q. VN hat household "character- 
istic data" will he available 
for listeners? 

A. Basic demographic charac- 
teristics. 

Q. Do non-respondents' listen- 
iiiji habits differ from respon- 
dents? 

A. Our answer is, they do not 
differ significantly, at least bv 
radio usage. 

Q. How can von >alidate an oiit- 
ol-home component of listen- 
ins;? 



A. By ded action that if indiv id- 
uals record at-home radio 
listening accurately, thev vvill 
do so w ith awav-friMii-hom. 
listening. W'c plan to com- 
plete this par: of v alidation 
soon and make it av ailable. 

H<)v> manv calls are made to 
a home to assure correct 
(liarv -keeping is takiiij; place? 
A. L p to five calls 

Q. On what demographic bases 
are the retiinis adjusted? 

A n.S. Census inlorm.ition bv 
age and s \ 

Q. Does .\RB plan to }»o into 
personal diarv measurement 
for t>? 

.A. We are inv estig.iting ihc p*>>- 
sibilitv \\ e expect to m ike a 
decision within two or three 
years. ■ 
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SYNDICATION & SERVICES 



Hew to record 
a tough remote 
•at half the cost 



Mobile Video Film system combines best 
of motion picture, video-tape techniques, 
speeds film from camera to air in two hours 




(2 i'.-. >■» 




Sna2«lle jfands beside twe-hesdad dolly whera movie camera (r) shoots 
scene es the closed cifcui* tv camera (I) helps monitor its direction. 



The client: Kimball Mobile Hornet 
(Viking Manufacturing Co.). 
Their request: To take tv viewgi 
into their mobile homes and shu* 
the sense of "bigness" via 
shots, plus live sound. 

Verdict: From a local tv staffpnii 
"Impossible."' 

Yet, James Rcsor of Rcsor-An- 
dcrson-Etcetcra-Ine., Oakland. 
Calif., realized that when a 
wants six 60-seeond eommcreMll 
you don't say no. Instead, you fi|K 
a way. 

In the end, instead of using jufi 
one mobile home, he manageri fc 
show — and visit the interiors dJ— 
six different models, none largi' 
than lO-by-60 feet. 
Technique: The Mobile Vidfc 
Film System introdueed by Snazdlv 
Produetions, Ine., San Franeiseo. 

Production trine: Only one da|. 

C(>$t.s: Half the estimated ptils 
of other available mobile sliooflfi| 
teehniq^ues. 

Result: A new tv spot siffii 
now being placed in Seattle, P)0!% 
land, San Jose, San Fraiieiscp, Sarfb 
Barbara and Los Angeles. 

Remotes of this type can prcsif I 
enough technical dLffieulTliCs iOn 



4A 



gfncy mtn Resor (I) and director Snaielle (center) check their proposed shooting script in front of a 10x60-foot Kimball mobib home. 



isi£;eting proltlcnis to convince 
m\ sponsors that the studio-type 
iTiimercinI is more pleasing to the 
Tcketbook, if not the eye. Resor's 
ient felt, however, that using still 
'oios to depict the interiors of the 
obile homes fniled to he persuasive 
id, certainK, didn't drive home 
e real selling point: spaciousness, 
he client wanted to display the 
•rious rooms from floor to ceiling, 
us revealing the ec|uipmenl. fur- 
'shings, floor plan and literally 
lowing the big sales points. 



A nd the best way to do it. the\ 
felt, was to show people moving 
from room to room, conversing, as 
in real life. Because of the confin- 
ing quarters, the immediate agenc\ 
problem was to find a way that it 
could be done. And then, of course, 
at tolerable cost. 

The local tv station that had been 
doing the in-studio. still photo in- 
terior commercials for Resor said 
that live sound on location commer- 
cials couldn't be done — at least 
not b\ them. 



The reasons they gave were: 

( I ) Getting t\ cameras into the 
limited space of a mobile home 
would be difficult, if not impossible. 

( 2 ) I hen. following through w ith 
a live -sound mike b.>om — in the 
low-ceil inged a re a — just wouldn't 
work, especially with the proj^niscd 
floor-to-ceiling shots. 

(3) FqualK difficult wcnild he 
lighting. 

As an altern.iii\.e, the agene\ 
tea m considered taping the com- 
mercials. However, the cost of 



Night fails to shade tv color on location 



■ An almost entirely at-night drama, in color, 
was shot in darkened nightclubs, on dim cit> 
streets and even on open country tollways for 
the recently aired Once L pon A Savage \i\:ht 
episode of Krait Suspense Tlteaire on NBC-'i \'. 

For all practical purposes, it's been consid- 
ered impossible to capture night effects in color 
over a 60-minute course and on a tv budget 
without noticeably sacrificing film quality 
Producer-director Robert Allman of Revue Pro- 
ductions solved his problem via creative in- 
genuity coupled with new film by l-astman 
Latter (Ectnchrome FR. Type 525S) is widely 



used for accurate color record of smoke and 
flames in missile tests, interior industrial shots 
at low light levels, etc. Altman and cinemato- 
grapher Bud I h.ickery found it also works for 
night drama, usually lighted only by street lights, 
neon signs, headlights. Occasionally, they at- 
tached portable Sun Cains to camera, though 

"W hile we can't say that the quality of this 
color is as go(xl as we get in day light, we must 
add that the s|X'ctacul.ir use of color com[XMi- 
satcs." the team reports 

I pisodc. originally made as 19h4-6.^ pilot, 
may anticipate wider u^e of color on Kval on ■ 
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bringing a 10- or 12-man crew to 
the Ba\ area, coupled with the 
prospect of transferring tape to 
film for distribution, pushed the 
total package-price beyond reason. 

When it looked as though all ave- 
nues were blocked, Rcsor heard 
about ii new system that combined 
the remote capabilities of video tape 
with the flexibility of motion picture 
shooting and editing. The system, 
introduced in San Francisco by Sna- 
/clle Productions, Inc., has an added 
advantage: It can take a commercial 
from camera to air within two hours, 
if necessary. The gimmick: the 
commercial is actually edited and 
put together as it's being filmed. 

Checking it out with Ernest Sna- 
zelle, Jr., president of the film pro- 
duction house, agency-man Rcsor 
was able to sec it in operation, then 
describe the assignment. All told, 
he figured some 40 or 50 scenes 
would be needed for the six spots. 

Snazellc's first reaction: "Wow." 
Now he says, '"Actually, the job 
was so challenging that we felt it 
was a true test." He took it on. 

And here's what happened: 



As Resor (r) and audio director (center) Kandle tlieir jobs, Sufaz^Us (1) watches mchitors, tajj , 
shots through intercom from truck console. 



His crew — two cameramen, an 
assistant to handle lights, a sound 
man and the technical director — 
started at 9 a.m. one morning. They 
had completed the six spots in six 
mobile homes by 5:30 p.m.! 

Their equipment consisted of two 
16 mm motion picture cameras 
(Auricon Super 12s) rigged on 



Baughman Pedestal ligh'twgtghr dol 
lies. These did the actual fllmi 

Beside each one, however, 
statroned a Du Mont Tel-l 
closed-circuit tv camera. Tlie^^ 
served as the director's eyes, b 
feeding pictures to monitors locare* i 
above his control panel. The enfrr i 
control system, however, was loj 



Demonstration commercials inside trait* 

Trailer firm tries all media, settles on television. Busfness grows t^ 



■ Through the use of tv alone, a 
Washington, N.C., couple built a 
trailer business valued at $1.8 
million in six years. 

In 1 957 Lawrence Benfield and 
his wife opened a mobile lot on 
borrowed moncv totaling about 
S34.()()(). Now the Bcnficlds have 
their own company. Garrett, Wcnek 
& fiarrell, and have trailer lots scat- 
tered through the state. 'I heir home 
base. Rock) Mount, N.C, is now 
the nation's leading distribution 
point of mobile homes. 

I he couple credit t\ for their suc- 
cess, a medium the\ have been using 
since their first two month.s in busi- 
ness. "Mobile hiHues were a new 
idea in eastern .North Carolina." 
says Benfield. " I he onl\ wa\ peo- 
ple could know what we were talk- 
uig about was to have a look at the 
homes, and the only was we could 
do that was throuiih tv." 



After meeting with the sales and 
programing staff of WITN-TV, the 
Bcnficlds decided their first ap- 
proach with tv would be completely 
educational and show the inside of 
the trailer home. The solution found 
was to drive a super-deluxe model 
to the WlTN-TV station studios and 
park it on the front lawn. The sta- 
tion managed to move its cameras 
inside the mobile home. The first 
program, a half-hour show was a 
tour of the interior. 

It also turned out to be a sales 
tour-de-force. The reaction was "an 
instantaneous success," according to 
the couple. So many calls came in 
that the trailer was left on the lawn 
of the station for inspection. 

"The first three months of tv 
pushed our sales up 300 percent," 
sa\s Benfield. "We had one promo- 
tion on the l\ station that brought 
I 5. ()()() to our lot in Rockv Mount, 



and another that sold 22 uitj 
When you ftgure what one of oi 
units costs, you can understand Wj 
enthusiasm and allegiance to '$ 

In the beginning the Benfitli) 
used some radio and newspaper 4 
supplement their television can 
paign, but found that every titt; 
customers were asked where lllv 
had heard of the company, alfflld 
the only answer was television. Tl| 
couple estimated that over 75 f 
cent had learned of il on televitii 
"What do you need anything ll] 
for?" says Benfield. Th<?y fful B| 
all other advertising. 

The company started with ha'l,| 
hour tv shows. All kinds of QJt 
mereials were used, niinute^. H 
20s, on two-hour horror mopvii 
spectaculars, talent hunts. Ml 
much trial and error the Ba:ilftl 
felt they came up with \ht f'i 
formula — religious |.irograiTb 



atcil well oiiisidc the mobile homes 
(i (tie |Kinel truck that hail trans- 
mrteil ereu aiul ei|iiipmeni to the 
(K'ation. 

I he lijihtiiii; problem was soKeil 
|ty using l5(K)-vvatt lloodhghts on 
lie cameras lor general illuniinaiion 
nd as many as 30 RI-L clip-on 
ghts (375 watts) strategically hiil- 
eft on the backs of chairs, doors. 

**ln order to get a full shot — 
filing to car|xning — we had to 
Ke a 9mm wide-angle lens," Sna- 
rllc explains. "Ihat meant llood- 
ihts or boom mikes were out." 
To get live sound. Sna/elle "Inir- 
d" Vega wireless transmitting mi- 
rup hones inside the actors' cloth- 
ig, "With the wireless mikes, our 
nly problem was to equalize the 
nmd pickup when an actor moved 
a larger room " 

.Some of the eonimereials required 
2 different scenes. Sna/elle tried 
hene\er possible lo run several 
Ots together, rather than to work 
'ne b\ scene. Running them to- 
iler was no problem. 
At the control console inside the 
ick. the director and audio direc- 



tor uorked siile h\ side. actualK 
putting the eouiuierei.d together as 
II uas lilmcil. 

I he director. \ ui intercom con- 
nections with both camera ojvra- 
tors. picked the picture he wanted 
from the i\ monitors. A push-but- 
ton switching de\ ice allowed him to 
start and stop the film cameras 
which the cameramen set and oper- 
ated according to his instructions. 
He managed this \ ia a third moni- 
tor, which ga\e him a running pic- 
ture of the on-line cameras. 

And at the same time he was ac- 
tually pre-editing the filmed foot - 
age. A two-second switching delay 
allowed both filming cameras to run 
at the same time for a number of 
frames, making later splicing simple. 

Inimediatel) after shooting, film 
was processed at a commercial lab. 
The editor then matched sound 
tracks to the appropriate areas. 
Then he made his cuts and splices. 

In both exterior and interior 
shots ( for example, long shot of 
mobile home . . . camera moves 
through front door, pans li\ ing 
room , . . cuts to woman in kitchen 



at siose. then moves to refrigera 
tor). I astni.ni l'ln\-.\ Reversal 

hlin. I \pe 7276. uas used 

"Because of the exisiing ariific i.il 
Imht." Sna/elle s.(\s, "it Melds .i 
positive image that has giH)d con- 
trast and e\ceptionall\ low graini- 
ness." Also, the pt>siii\e is suited 
for cither projection or duplication. 
I'ilms for distribution arc reversal 
printed onto the '1 ypc 7276 sKKk, 
with an optical sound track added. 

Pari of the dollars saved came 
from film prints, made for the si\ 
markets in uhicli the ei>nimercials 
are now showing. '1 he prints could 
be made directi) from the film orig- 
inal. 

I he rest of the savings came 
from shortened production time. 

"We were able to produce these 
spots at 5i.) percent of the customary 
cost," Resor sa\s. "and with far 
more speed than we iisualK get." 

And the client. Kimball .Mobile 
Homes? As the) toted up increased 
sales, achieved by demonstrating 
their major selling points with ac- 
tual, on-the-scene shots, they re- 
poriedl) we re "highl\ pleasetl." ■ 



%oosf sales 



1.'8 million in six years 



eked b\ saturation spots. Religi- 
s programing hits exact l> the 
dience to u liom the mobile 

riiKs appval, according to the Ben- 

Ids. "We were looking for fani- 

|ri>ups and the weekly religious 
W atltracted them." 

Over 1 7 other mobile home coni- 
(fiies have poured into the area 
^w. "Our competitors try to ride 
^r iidvcftising coal-tails, but they 
Igftt that our advertising directs 

' people to us and they wonder 
Iw we can do such good business 
• J they can't." says Ben field. 

-Last year 1 2H,()0() people lived 
I mobile homes and there were S2U 
iJlion in sales throughout the 
I' Hcd States. "1 here is no longer 

. breakdown on the tv pe of pco- 
[ who own mobile homes." sa\s 
lnfic4d. Homes in the Benfields' 
I; sell for $7.\00 to $15,000. and 
' tejps move them. ■ 





Ijiwrence Benfield (r) 
shows WITN-TV 
s^ltsmsn. Bill Bass, 

f«eilifies in t mobile 
Ir^il^r unit Sislion 
WAS &h\@ to thow in- 
tide of trailer on tv 



J* 1, 19&4 



Showing %»\sim»n 
from ih® station 
around th# lot B$n- 
fi®ld oft^n tslk% 
dbout the p@w^r of tv 
to promot© ^l®». Fifm 
has i@@n <a 300% tn- 
er@j%# in hijun^z^ 
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Roy Holmes Takes Over 

Over-diversification. according 
to some trade sources, prompted 
the sale of Ohland/Robcck, Inc. to 
Roy H. Holmes. Robeck is exten- 
sively involved in various fields, 
including tv programing, distrib- 
ution and publishing. 

Holmes is taking over the entire 
54-station list of AM and FM sta- 
tions which includes the OXR net- 
work outlets ( now called Market 
I). In addition to the WQXR New 
York plum, roster includes WLOL 
Minneapolis-St. Paul, WBCN Bos- 
ton, WLOA Pittsburgh, to name a 
few of the big market stations. All 
the stations — most of which arc 
FM only — are programed for a 
sophisticated adult audience, ac- 
cording to Holmes. 

1'he selling strategy will center 
on a scries of special market groups. 
'l"wo arc already available: the "FM 
Pop Ten" group, consisting of the 
ten largest markets in the country. 



iland/Robeck Outfit 

and the "New York State Network," 
consisting of ten FM stations 
throughout the state. 

As part of an expanded opera- 
tion. Holmes has set up a division 
to produce "quality" programs for 
his stations, aimed at an upper- 
income audience. 

Five sales and programing ex- 
ecutives arc joining Holmes: 

Roger C. Whitman, formerly ad- 
vertising manager and director of 
public relations for Bristol-Myers 
Products division, who will work 
on program sales and production: 

Walter J. Keanc, business man- 
ager for the Roy Bloch organiza- 
tion, to handle administration, fi- 
nance and development of program- 
ing and talent; 

Norman H. Kudliek, formerly ac- 
count executive with the Heritage 
Station Group, as FM salesman; 

Jerome Smilo, formerly director 
of I'lif Jackie Robinson Show on 



■ ' i. " M. • ii'S'nniiiiiiiiiii.-!hiii 

STATION SIGNS FOR MARS SERVICE 




Domenic A Hyslto, president of WXTR Providence (1) signs for Mars Broadcasting's 
syndicated programing service tagrjed Demand Radio, as Mars exec, v p, Robert 
Whitney (r) watches. Frank W. Barad (standing), v,p, of Bo Bernstein agency which 
handles Demand Radio, outlined all-media campaign which will announce the June 
1 program switch-over. 



NBC Radio and various syndieaffi 
interview and sports shows, to sq 
eentrate on 'programing; 

Michael Swecacy. veteran of ovo 
20 years in radio and tv, includiB 
12 years with ABC and 10 in ft 
rcsprcsentativc business, who jet 
the company in an executive cs^,^ 
ity and will bring with him an of 
network radio talk program f 
exclusive distribution in the 0. J 
and Canada. 

Holmes himself has made a Iff 
time career of radio, including I 
years in FM. During this phase ' 
his experience, he was general ni- 
agcr of the Quality Musie Statfii 
and national sales manager for ft 
OXR Network. Previously, he sp^l 
eight years as sales manager i 
WINS New York and 15 years wh* 
NBC in stations relations. 

Company's headquarters conttriL 
at 230 Park Ave. 

Alcoa Enters Battle 
Of Bottles vs. Cans 

Broadcast is a prime beneficia 
in the intense battle abrew in cl 
packaging industry. Bottle and ft 
manufacturers, which tradition^ 
limited their advertising to the tra, 
press, have come out into the spe 
light of consumer media, with hrf 
percentages of the newly-dirccit 
budgets going to radio and tv, 
Glass Container Manufacturers t 
stitute is spending $1 million in 01 
market alone this summer (Sir 
sou, May 25, p. 30 ), to say notiir 
of what the individual breweri 
spend. Latest to enter the fray ' 
behalf of the cans: Alcoa. 

Although the beer contain' 
business is a \-ery small segment 
its over-all marketing spectrum., / 
coa, via Fuller & Smith & Ross, 
prepared to slug it out with 1 
bottles throughout the long hot stiii 
mer. Schedules on CBS and All 
Radio networks, which began n) 
May, will continue through SeJJK' 
ber 1 5 to promote easy-open ^Jt 
Spots are slotted in peak male 1- 
tening hours, in close proximity 
news, sports and weather prograr 
A supplementary spot ca.mp:ti,p| 
running in 28 markets aeros,s % 
country, with each station carr|*i 
14 spots per week for 10 w^r.l 
Radio promotion will also indL| 
a total of 1330 ten-second iJ 
in 11 top markets. I 
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tsuit Dorfimjn CBS' director of design 

□orfsman Named Design 
aKrector at CBS 

A ncu posiiidii at CHS — - ilircc- 
or of design — will be filled b\ 
Mm\ Dorfsnian. cre:i!i\c director 
vf advertising and sales promotion 
or CBS-r\' siiiee lie will 

'e responsible for the tiesign of all 
vrinteil nnuerials. advertising ;ind 
ironiotion for CBS and CHS News, 
ntluding CMS News on-the-air 
raphics. and ndvertisements and 
>rinied niiiterials involving more 
han one of the seven CHS operat- 
1| divisions. Dorfsnian u ill also 
sWsee graphic design at the new 
Its headquarters building near- 
g completion in New ^'ork. 
His career with CHS dates back 
iy4f> when Dorfsnian joined the 
Miipany as a staff designer. He 
as appointed art director of ad- 
vertising and sales promotion for 
10 radio network in 1951. and 
irector of advertising, art ami pro- 
iotion in 1956. 



i tdClatchy Offers 'Market 
i4itasure' Brand Studies 

B Two years of research and plan- 
r ng. including interviews uith re- 
; arch, media and account special- 
Is in some 50 agencies. ha\e re- 
lied in a new consumer measure- 

I 

ent service for its advertisers, be- 
g offered by McClaichy Hroiid- 
Hing. 

'Called ".Market Measure." the 
rvice will provide quarterl) re- 
>.rts on selected products in the 
fas served by the McClatcliy sta- 
ins: K.VU-TV R Fresno. KHEE 
odesto. KFBK Sacramento. KOH 

I Two accepted methods of re- 
i^rch will be combined in this ap- 
oach: consumer analxsjs and home 
dil. Consumer analvsis consists of 



.iskiiig wh.it biaiiils li.ivc been pui 
chased tluiing the past month (or 
tuo months in the ease ol tvuleti les i 
anil home audit is the at-tual eheek 
ol products on the kitchen shelves 

In addition to data on fooil. 
beverages. toiletries. household 
Items, apparel, tobiieeu products, 
automobiles and automotive proil 
nets, information ol s[X'cial interest 
to local retailers (such as store 
preferences and retail shopping 
habits) vv ill be aviiihible. 

\ total of approximately i (>.()()(> 
interviews vv ill be made annually, 
according to .McChitehy. with the 
first report covering the fourth 
quarter of 1963. 



Stacy Now Advertising 
Head for Chevrolet 

William K. Stac\ is the new man 
in charge of 
nuilti-million 



I 




directing Chev rolet's 
dolliir advertising 
budget, much of 
which goes into 
broiidcast media. 
He repliices Jack 
l/ard. advertis- 



ing m a n a g e r 
JWjk''Si*y since 1960. who 

l^fcl^ motcd to iissist- 
^^^^H ni n 

of Chev rolet's 

William Stacy 

North Central 
regional wholesale operations he;id- 
quartered in Detroit. 

Stacy is a Chev rolet career man 
with diversified experience in sales 
promotion, merchandising, dealer 
relations and field sales oper;itions 
He joined the companx in 1 946. 
became assistant national sales pro- 
motion manager in 1 955. I hree 
years later he was mov ed up to citv 
iiKinager of Chevrolet's Denver 
operations. In I960 he was pro- 
moted to Oklahoma Cit\ /.one man- 
ager and in 1962 to Houston /one 
manaiicr. 



Cleveland FM in Ferment 

Cleveland FM broadcasters are 
getting more aggressive in their ap- 
proach to advertisers and audi- 
ences. The\ have just formed an 
association to promote the city's 13 
I- M outlets, both locally and na- 
tionallv to advertisers Represent. i- 
tivcs from two iigeneies, I ang Fish- 
er ;ind .Stashower and Griswold- 



I shlcm.iii altLiuLd in an ,idv sorv 

capjcii). the mccnn So IjuikIi the 
new venture AKo mi li.uul w re 
representatives Iroiii tivv ol the sia- 
iH>iis invulvetl \\( \ \ . W !)H\. 
U Hk, U \( )[i and W / \K 



Cabot, Bresnick Bring 
Boston Broadcast Kudos 

1 1. Hold Cabot Co won four and 
the Bresnick ( o three of the I I 
top awards in the broadcast eate- 
gor\ of the Fourth Annual I rancis 
W Hatch Awards ( 'ompetituni for 
creative excellence in advertising. 

Spoiisoreil by the Advertising 
Club of Greater Bostitn, the 
awards in radio went to Chirurg 
iV: Ciiirns for James () Welch Co., 
Cabot for New Fiigland I \ I and 
Howard Johnson's KM- for Wil- 
liam L'ndervviHul. 

Tv film honors: Cabitt for 
Keyes Fibre Co.. BBDO for I'nited 
Fund Ca bot f(ir Rock of Ages, and 
Bresnick for N.E. Provision Co. 
In the I V Tape Div.. Ingalls took 
top honors for Hanscn-.MacPhee 
Eng. (\'olksvvageii ) and Bresnick 
finished second and third for State 
St. B.ink ^ I rust and Barho's 

Looking at the total media pic- 
ture, five Bost(in agencies won 22 
of a possible 29 top pri/cs. HHDO 
walked off w itii four Revere Bow K. 
two merit awards and I I honorable 
mentions. 



TOP POPPER CAMPAIGN 




Network »nd spot tv and rjdio ar« lin«d up 
for July-August "T«k» » Pop Top Holid*y" 
promotion featuring Schlifs' «elf-op«ning pic's- 
jget, c*ns and b©ttl#s, Comm»rcl*l trie in- 
clud»t ulesmm Sid R«yi?iond (c) «nd lh» 
Sehliti c©upl«. Th» Pop Top h»t% will b* 
di>tnbut«d to Schlitj t»\»i p«r»onnel and 
whoUs^lert in addition to broadcast mag^* 
jin»». billboards, point-of -purcha** will b» u»»d 
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NBC'S New Season Sales 

NBC- 1 \ reports both daytime 
and nighttime sales for the 1964- 
65 season. I en advertisers placed 
major orders in the daytime sched- 
ule which has been rearranged as 
of June 29. Four programs will 
be shifted and. for the first time, 
the network will program in the 
1:30-2 p.m. period. Orders came 
from Derby Foods. Hcublcin, Col- 
gate-Palmolive, Block Drug. Na- 
tional Biscuit. Alcoa. Kenncr Prod- 
ucts Manufacturing, Campbell Soup, 
General Foods and Brillo Manu- 
facturing. 

One of the above. Block Drug, 
also bought into four nighttime 
shows. Order includes twice- 
weekly sponsorship in Hiintley- 
Rnnkley Report beginning in Sep- 
tember, y^ A Paar Program, Inter- 
national Show time and the Tonight 
Show. Block is one of the charter 
advertisers of Tonight, having first 
participated in the program on 
Dec. 30, 1957, and continued on 
a weekly schedule since then. 

Cox Income Up 22 Percent 

Net income of Cox Broadcast- 
ing Corp. for the three months 
ended March 31 amounted to 
$7 15.365 or 36 cents per share, 
vs. $584,582 or 29 cents per share 



for the similar 1963 period, in- 
come before taxes was S 1 .42 1 ,- 
365 in this year's first quarter, 
compared with $1.11 6.582 in the 
like period a year ago. Operating 
revenues for the period were $4,- 
939,073 compared with $4,392,- 
087 last year. 

Incorporated in February of this 
year. Cox owns and operates: WSB 
(AM-FM & TV) Atlanta, KTVU 
San Francisco, WHIO (AM-FM & 
TV) Dayton, WSOC (AM-FM & 
TV) Charlotte and WIOD (AM- 
FM) Miami, it owns community 
antenna tv systems in Lewistown, 
Lock Haven, and Tyrone, Pa., 
and Aberdeen, Wash. 

Kreer Replaces Vollmer 
As Y&R Chicago Man 

The new head of Young & Rub- 
ieam's Chicago office, G. Bowman 
Kreer. has been on the Chicago ad 
scene for several years. Most re- 
cently he was senior vice president 
and director of client services at 
Clinton E. Frank, where he super- 
vised Reynolds Metals and other 
accounts such as Continental Oil. 
Kemper Insurance and Curtiss 
Candy. Before that he was co- 
manager of the Chicago office of 
Campbell-Mithun. 

Karl F. Vollmer, Kreer's prede- 
cessor, has moved to the agency's 
New York office in the new posi- 
tion of senior vice president and as- 
sociate chairman of the plans board. 



1 ,i .1,. I mill . 

BPOKESMAN CITED 



CARSON GUESTED AND JESTED IN PHILADELPHIA 




An unius,peetlng Johnny Carton is served by "wsitrcis" who later turned out to be head of 
the NBC Commiiiary, frequent target of Carson's "Tonight" jests. In on the 9ag, staged by 
the local Tv Radio Ad Club wer® Raymond Welpotf (1) v. p. £ gen, mgr. of NBC-owned WRCV'TV 
and TRAC pres. Lou Klein who presented Carbon with the club's "liberty Bell Award." 



Peter Roberts (1), official radio spoJcesinan 
Bell Telephone of Pennsylvania for 20 cpii:i$eet'| 
tive years, given an award by public relaffar] 
v.p. Henry Inman at recent Pennsylvdn Aci 
Assn. of Broadcasters convention. Robei • 
has transcribed 260,000 minute announcenS^n | 
over a period of nearly 1000 eon,s?cj|liv 
weeks aired on 114 radio stations in I 
sylvania and nine in Delaware for thj^ 
mond State Telephone Co. 

I film iiiiiii iiiiiimiiiiiiiiiiiiininimiimiiiraiminininitiniinisnimmriinii — 



Lorillard Promotes Four 

P. Lorillard continues the r^l 
structuring of its management IB] 
up with the appointment of a nm 
executive vice president and fhrq 
new vice presidents. This falk 
the recent appointment to eMtj 
utive vice president of MaffU 
Ycllen for sales and advcrtiKn. 
and J. E. Bennett for operatiion 

Newest executive v.p. is Gmrf j 
O. Davies for finance. He's te 
with the tobacco firm since 
The three newly-elected vice pTi 
dents are: Daniel Ladd. adM^I 
ing director: William A. Jjsrda 
formerly assistant director of sal 
William D. Okerson, who has 
director of manufacturing. 

Ladd has been advertising djiti 
tor since 1960. Prior to that, 11 
was an account supervisor for fr 
years at Ted Bates and an accou 
executive at Cecil & Presbry. 

Jordan supervises sates 
personnel. He joined Lorillari 
1935. was named assistant dfrt' 
tor of sales in 1962 and a memb 
of the board in 1963. 

Okerson has been directar j 
manufacturing since 1963. 1 
joined the comp^any in ]94S m 
nianagenicnt trainee, rose thii©p| 
the ranks of tlie company's raSfl| 
faeturing department,, was n*aiiv 
general manager of the GfcST 
boro branch in 1960. 



TANNERS TELL OF TEST TECHNIQUE 




■ <HJ-TV'j W*vne Thomas (c) tilkj with Tom and Jim Tanner on hij "Million Dollar Matinee" 

Ilirtfgram, Iht brothers, who treated a stir at the NAB Convention in Chicago with their 
|Ti0i{il« truck system of audience measurement, explained the Tanner Electronic Survey Tabulation 
* lichhique to the Los Angeles audience. 



,HBC Affiliates New 
^uerto Rican Network 

JJcforc the end of this year. U..S, 
t(flvcrtiscrs intcrcstcil in beaming 
heir messages to the more than 
00.1)00 English-speaking homes in 
'irerto Rieo will he able to do so 
vithin a U.S. television network 
program schedule. 

I he first English language tv 
tations in Latin America — ciir- 
ently under construction in Puerto 
^\co at San Juan. I'once and Ma\- 
gue/. — w ill be affiliated with 
x'BC. All UHFs. the three will 
mm a regional network carrying 
P ric bulk of NBC's programs, which 
i .ill be recorded at a tape central 
i n S«evv York and be transported by 
airplane to San Juan. 
July is the target date for the 
an Juan station, channel IS. but 
Jhe stations in Ponce and Mayaguez, 
hannels 14 and 1 6 respectively, 
ren't scheduled to begin operation 
ntil the end of the year. 

' Agency Sales Stressed 
1 New Thebom Series 

Another new syndicated show 
ill make a primary sales pitch to 
k pneies and advertisers in the ra- 
1 io field, and not merely to sta- 
toijs. The new offering is The 
\kinclie Thebotn Show, packaged 
^ a 30-minute series by indcpend- 
nt consultant rep Roger Coleman. 
The series will have a "mostK 
I'l. some music" format, accord- 
g 10 Coleman, with Metropoli- 
n Opera prima donna Thebom 
Mfng as hostess and inter\iewer. 
r i number of top musical names, in- 
g Georgio To/zi and Nicolai 



Gedda. are set for guest shots. Cole- 
man, who .specializes in EM pro- 
(.luctions (RCA Victor Showcase, 
etc.) will launch his first agenc\ 
promotions this week. 

Belk Buys Jacksonville 
Outlet from Newspaper 

Henderson Belk bought \Vi>|)0 
Jacksonville from Brush-Moore 
Newspapers for $750,000 with 
Blackburn brokering the deal. 

Other broadcast interests of the 
new owner: WIST-AM-FM Char- 
lotte. WORD Spartanburg, W'OXL 
Columbia, SC. and WKIX-AM- 
FM Raleigh. 

Brush-Moore is retaining its oth- 
er stations WHBC Canton and 
W NOE Da>ton. 

Oh Brave New World 

Time marches on and nasalgraphs 
and pull-down headache charts 
make way for the future, l ed Bates' 
newest commercial for Rolaids anti- 
acid mints features a "Telemeter" 
— not to be confused with the new 
Tanner-developed traveling truck 
that electronically eavesdrops on t\ 
program tune-ins — which electron- 
ically measures the level of acid 
in the stomach. 

In the Rolaids commercial, now 
running in several of American 
Chicle's eastern spot t\ markets, 
the "patient" has swallowed a tiny 
transmitter which radiates electronic 
signals tracked on a graph by the 
Telemeter. I he normal acid le\el 
is charted for this high-acidit\ suf- 
ferer within 83 seconds after taking 
Rolaids. 




Put your thumb 
on the whole 
Sioux Falls 
98-county market 

WITH JUST ^ TV FACILITY! 
WITH "J FILM OR SLIDE! 
FROM "J^TV CAMERA! 

KELO-LAND 1 \ 's 
three transmitters, op- 
erating as O.N |- sta- 
tion, give \ou complete, 
instant coverage of this 
i| whole major market! 
2S4.000 t\ h o ni e s. 
And mo re of them 
w a t c h i n g Kl- I.O- 
LAND 1 \ than .til 
o t h e r stations com- 
bined. 

5 STATE TELEVISION 
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Olympic Trials SRO 

Six advertisers have bought full 
sponsorship of the ABC- 1 V co\- 
erage of the U.S. Summer Olympie 
Team Trials which begin July 3 
and continue through 1 3 telecasts 
ending Sept. 19. Included in the 
sponsorship is ABC-TV's exclusive 
coverage of the U.S. -Russian Track 
Meet, comprised of three telecasts 
July 25 and 26. 

Sponsors arc: Florida Citrus 
Commission (Campbell-Ewald ), 
Goodyear Tire & Rubber (Y&R), 
Lever (BBDO), W Lorillard (Lcn- 
nen & Newell). Mobil Oil (led 
Bates). WTS Pharmaceuticals 
(Charles \V. Hoyt). 

Bid for Tv Billings 

Cudahy Packing, which markets 
the Bar-S. Cudahy and Puritan 
meat products and Bar-S margarine, 
is still screening agencies. Involved, 
on the broadcast side, is something 
just shy of $5()(),()()() in spot tele- 
vision. 

There's been a scurry of activity 



on other broadcast-oriented ac- 
counts, with the result being two 
agency shifts and two last minute 
stay-put decisions. 

Hunt Foods & Industries, Fuller- 
ton, Calif., nnidc news lately when 
its leading stockholder Norton Si- 
mon sought a seat on the AB-P'I 
board of directors, listened to sev- 
eral agency presentations and de- 
cided to leave its business with 
Young & Rubicam. The account 
is heavy in television: $600,000 in 
network, $730,000 in spot. 

Purex will leave its recently-ac- 
quired Fels billings at the S. E. Zu- 
brow agency in Philadelphia, end- 
ing speculation it would move to 
one of the Purex agencies. Fels 
spends upwards of $1 million in 
spot radio alone. 

Accounts reassigned: Block 
Drug's Rem, Omega Oil and Mini- 
poo, and two new products, a total 
of about $500,000 (a good part 
of it in network and spot tv) from 
Gumbinner-North to Daniel & 
Charles. New York. Liberty Life 
Insurance, which spends less than 
one-third of its $300,000 budget 
in television, moved from Sudler 
& Hennessey to Baker & Byrne. 



NEW C-E QUARTERS 
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FSR TAKES TWO ON "ROOTIN' TOOTIN' " SPOT 




A 30-second taped radio spot for Hires Root Beer is collecting kudos all over the 
country. Here Lawrence R. Mcintosh (c), marketing director of client. Beverages In- 
ternational, receive* Hollywood Ad Club's international award from James F. 
Filtgorald (I), a/e of Fuller & Smith $, Ross, Chicago. Robert Boriek (r) and Philip 
Bashara of the New York office produced the commercial. Copy was by Edward 
Mahoney. FSR, N.Y Earlier the Spot won a Hermes Award of the Chicago Federated 
Ad Club as "Best Radio Commercial of "63" by a Chicago agency office. 



s 




Agency president Tom Adams cuts c«rd ?s 
Campbell-Ewald, Los Angeles, moves: ipta tiS'ti- 
and expanded quarters at 3200 WilsWrei 
Blvd. New offices include service and br4s!5t 
cast production operation. 

iiiiiiii ill iiiiiDiiii III! jiiiiiiiiiimniiiiii III iiiiiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiniiiiiiiiiii ~ 

RSB Ranks Hit 100 

Canada's non-profit Radio Sal® 
Bureau has added two more man 
bers, CJLX Fort William 



CKPR Port Arthur, bringing loaf 
roster to 1 00. Devoted to the p;rOi' 
motion of Canadian radio as ar 
advertising medium. RSB spendi 
upwards of $100,000 yearly fai 
market research and other salfi> 
development data to assist 
vertisers. agencies and its meai- 
bers. 

WEWS-WCPO Name 
New Operating Heads 

Donald L. Perris and Robfrt D 
Gordon have been named gerifga 
managers of WEWS Cleveland 
the WCPO stations in Cincinriftti 
respectively. 

For WEWS. Perris will be it? 
second general manager sincjc tlV 
station went on the air in IWI 
James C. Hanrahan. who is viipl 
ing the post, will continue to smM 
as vice-president and a member o 
the board of directors of Scriff** 
Howard Broadcasting, 

Having joined the WEWS staf 
in 1 948. Perris was assistant gen 
eral manager since I958> 

Gordon replaces M. C. Walltf 
as general manager, with Wati^r 
continuing as vice prcsidcltt M 
director. Gordon joined Scripp' 
Howard in I960, became assiat 
general manager in 196 1. PriM 
l95H to 1960 he was operoilOT 
manager and local-regional sale 
manaizer of KTUL-TV Tuka. 



CREATIVE DIRECTORS TALK THINGS OVER 




Chuck Fell, M^cMsnus, John & Adam% crgaliv® director, led ^om» 70 of !h«t agency'^ top cr*«tive 
talent through s two-day seminar in Bloomfield Hi,U. Here (l-r) ar© N.Y er^ativ® director Gene 
Cramnt; F@ll, Twin Citiet creative head John Wilitinton Chicago creative director Bob Cole, 
agency president Ernest A Jones 



Color a Clue to Seven 
Arts Sales Success 

Seven Arts, which rcccntK ic- 
partctl :i rc\eiuic incrc.isc lo S4 1 
225,??>0 for the year eniletl Jan. 31 
vs. SI9.407.'M)5 the previous seat 
points out that it iiou oilers tO.i 
hours ol' color t\ prograniuig in 
indication. 

I he hulk of these jirogranis are 
included in the post-I'>5() feature 
film Iibrar\ . 50 percent of uhieh is 
in color. Seven Arts' features total 
5 Id Warner Bros.. 20lh (Vnturv- 
Fo\ and Universal post-5()s. of 
which 255 arc being offered in 
color. 

How are they selling? Fift\-tuo 
stations are currently colorcast ing 
"Films of the 50s." This figure 
is up from IS in 1 96 1 . 34 in 1962 
and 48 by the end of 1 963. Among 
the stations to begin culorcasting 
the Seven Arts product in 1 964 is 
mC\ octo KABC-T\' Los An- 
geles, which recently acquired vol- 
umes 7, 8 and 9. 

in addition to its "Films of the 
50s." Seven Arts also offers a total 
of 1 00 new five-minute Out-of-the- 
, Inkwell cartoons in color. 

FM Program Commercials 
In Japanese Language 

A new market is opening up for 
admen, with the help of KHOF 
(F.M) Los Angeles, which has he- 
eamc the first FM outlet in the con- 
tinental United States to program 
I in the Japanese language on the 
f main channel. 

I The Nippon Broadcasting Co.. 
I under the leadership of Osamu 
[ Gholo. is producing a large portion 
' of a weekly three-hour program 
block. The initial broadcasts are 
1 locallv produced and include edu- 
k cational. news, discussions, women's 
■ffaaturcs. music and religious seg- 
■ments. Program transition is ac- 
■!|GOmplishcd smoothly through the 
MjusiC of Fnglish and Japanese an- 
Boouncers over an oriental music 
Bteckground. 

1^ With its lOO-kw signal. KHOF 
■ preaches some lOO.OOO Japancsc- 
lisperaking people throughout its ci>v- 
erase area. 

Future plans include the use of 
some programs actuallv produced 
n the Orient and aired on an e\- 
ehilTige basis with the loeallv pro- 
duced portions. 

J«e I, 19M 



IRA Producing Teen 
Quiz in San Francisco 

Networks vv ill get first look at 
a new tv series now being produced 
on the west coast b\ Independent 
Producers Associated of San Fran- 
cisco. Called I 'lay a Pair, the week- 
l\ half-hour game show will team 
si\ to eight teenage contestants w ith 
teenage sons and daughters of ce- 
lebrities to compete for valuable 
pri/es. More) Amsterdam has hxw 
signed as host /emcee. 

Series is certainlv headed for svn- 
dication if networks thumbs down 
it, because I PA is inv esting in not 
one but I 3 "pilot" episodes "to in- 
sure the utmost in perfection." 

N.Y. Philharmonic Set 
For 1964-65 Season 

I he "custom network" formed 
to carrv the New "^'ork Philhar- 
monic in the wake of the svm- 
phonv's ouster In CBS Radio nearlv 
two years ago will again feed live 
concerts, which vv ill be up for sale 
to local-level advertisers. 

So reported G H Johnston. Inc 
— the same production fi'"m whijli 
superv iscs the live Lexaco-spon- 
sored broadcasts o\ the Metropoli- 
tan Opera — last week I he Phil- 
harmonic. rep<">rts the Johnston 
group, vv ill he carried by '"addi- 
tional stations" over and above 
the list of outlets ( S6 markets m 
39 states, phis C.uKula and Wash- 
ington. DC) which can led the 
serious-nnisij series during I 
64. 

I irst broadcast m the Philhar- 



nionic series vv ill he fed on Oct. 4, 
vv ith the series lasting through .May 
23 of next year. I he "network" 
Used to carry the shows is a true 
live hookup, but cuts across affili- 
ation and indepeiulenl lines. I he 
I exaco operacasts this fall w ill 
mark the fifth straight season on 
the station lineup put together by 
Johnston and his associates. 
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Rosa Evans President 
Of Milwaukee Station 

\"enctcs iinJ ntKcrtiscrs in New 
> (»rk jiid Cliiciigo c:in expect to 
see ;iiul hear more from Ros;i 
liutell l:\;ins. just promoted Ironi 




Rosa Evans . , . kartell's new president. 



\ lee president to president of Bar- 
tell Broadcast ing. inc.. tlic Milwau- 
kee Div. of the Macfadden-Bartcll 
broadcasting operation. Mrs. Hvans 
has been heading the WOKY 
operation but her new title in- 
creases her responsibility in the 
parent corporation and she plans 
to take a more active part in the 
station's sales. 

Together with her brothers and 
husband, Ralph Evans, just named 
\ ice president in charge of engi- 
neering lor all Macfadden-Bartell 
stations. Mrs. Hvans pioneered in 
the family radio enterprise in Mil- 
waukee beginning with WHXT in 
i'M7. She has since worked in 
every phase of broadcast mg as the 
Bartell organization grew. 

30 20th-Fox Features 
On ABC-TV in '65-'66 

ABC- j \' has bought exclusive 
television rights to a package of 30 
-"til ( entur> -Fox films, including 
such box office triumphs and award- 
Winners as Sttrcriar \(tnicc! Desire. 
I lie Hustler, Anasfinio, and I /tree 
lines of I: ve. 

.Scheduled to be aired during the 
(yh siMson. the features will 
then Iv retelecast on the network- 
owned outlets. 

Reath for showing duiing the 
npcomnig season are a number ol 
reeuit I nMed \rtist films, to be 
shown on \B('- 1 \'\ Siin,l,i\ V/v/// 
\/(M ir\ sciies 



MW&S Billings Up 

Some 30 to 35 percent of the S3 
million first-quarter billings increase 
at Mogul Williams & Say lor will go 
to broadcast. And u hefty portion of 
that air money comes from Econo- 
(ar International, which is investing 
its S9()0.00() budget heavily in radio 
and newspapers. 

The agency, which will also in- 
crease its business projects w ith the 
imminent acquisition of another 
agency billing about SI million, re- 
ports these other new accounts: 
Schenlcy Distillers' Golden Wed- 
ding and Tropic Tom; the new Sun- 
beam Imp by Rootcs Motors; the 
Swagger brand of small cigars by 
the Gradiaz, Annis Div. of General 
Cigar; Dovcprints paper products, 
a recent acquisition of Swanee Pa- 
per Corp.; and Broughton's Farm 
Dairy's Quikcc, an instant cake mix 
now in Midwest test markets. 

Kay Summer Replacement 
Set; Armstrong Sponsors 

Armstrong Cork retains its co- 
sponsorship control of the 10-11 
p.m. Wednesday night slot on 
CBS-TV this summer with a new- 
variety show called On Broadway 
— 'I oniglit. Rudy Vallcc will host 
the show which, in addition to 
young professionals, will feature 
a well-known guest star each week. 
Show will run from July 8 to Sept. 
16, with Dannv Kavc rcturninc on 
Sept. 23. 

Tuscon Stations Sold 

A new corporation owned by 
Cote Realty Co. of Dayton has 
bought KTUC and KFM.M (FM) 
l uscon for $315,000. Principals of 
the company are John J. Cote. Jo- 
seph L. Cote and Chester E. Finn. 
They also have interests in WKLC 
St. Albans. W. Va.. and WOHP 
Bellefoiitaine. Ohio. 

Blackburn brokered the deal for 
Cote and seller I'uscon Broadcast- 
ing Co. 

Agency Shifts 

Ricdl & Freed e has been ap- 
pointed by Barricini. which now 

has 5.S company-owned stores and 
also distributes through franchises, 
aeenc) stores and supermarkets in 
I Ik North Atlantic Seaboard are 



Firesfojic-Roscn, Ph i ladelpJiia, 
lined up a spot tv schedule «- 
WFIL-TV fox Brurii's Pizza af 
Vineland, N,I., ils newest aecaiini. 
Spring and summer promotiQn » 
to introduce a new product, Fcoien 
Pizza. 

Spot and regional network radio 
is the main canapaigii fchiclr 
planned by ChiFurg & Cairn* far 
its new Gravymastcr account, Gont- 
pany markets two products — 
Gravy Master, a seasoning and 
coloring aid for gravies, stewSj ete.. 
and Ready Gravy, a ready-to-y«; 
canned product. Previous ageijcy 
was Croot & Accola. 

Skniniler, Bartram, Tsaki« / 
Payne now handling Midwest Ctl? 
tain Co., manufacturer of custom 
and ready-made curtains and drapes 
for more than 1100 retail stetrs 
in 40 states . . . PhtJip KMn 
named lo develop a complete nmr- 
keting program for Scrv-Agca 
Corp., maker of low-priced, lOjVf 
calorie gravy mixes, cocoa prodactli 

Cunningham Wakh mm 

awarded some more business frarn 
Block Drug which, nine mofllh 
ago, assigned the agency its Grein 
Mint mouth wash and severtl 
new products. New assignment is 
Pycopay toothbrushes, effectJy 
July 1. 

Richard K. Manoff has be€B tp 
pointed by Whitehall Laboratorif; 
division of American Home Prod- 
ucts for "several new products".. . 
Yardis Advertininj; appaintcd ic 
handle Golden Valley DevelopBfp' 
Co., of Toltec City. Ariz. 



Rep Appointments 

Robert E. Katstnian named Cia 
tional representative for WAY^- 
Charlotte, N.C., formerly reprCs-ent 
ed by the Robert L. W'llliaim Cp 
Station operates with 5 kw dayis, 1 
kw nights. . . . Venard, Twte ^ 
MtConnell has taken over sales fo 
KQL (AM & FM) Seattle houlU 
last year by the Goodson-TodflW 
interests. . . . Spot Tinje Sales #f 
pointed national scales repretstPla 
ti\e for KEZU Rapid Citf m 
KG FX Pierre, S.D. The shuion 
are affiliating with the DakP* 
Salesmaker Group hand[kd by STS 



SPORTS SPONSORSHIP 




Ctiscutung Kentucky Club Smoking Tobacco's 
iponsiortKIp of NBC Radio's Joe G^ragioU 
Spttrts Show are (l-r) Stuart F Bloch, v p. and 
tlfreclor of advertiiing. Mail Pouch Tobacco 
Co., Caracjiola, and David Wei», a/e Warwick 
&. legler. Schedule started May 4, runt through 
'Msf- 31 on the weekday show. 



'Advocate' Syndicated 
To Four Tv Stations 

The Advoiiifc, the pl;i\ telecast 
on the five Group W (Westinghouse 
Bfonclcasting) stations the same 
night it opened on liroadua\ last 
Oct. 14. has been sold to four sta- 
tions, and sales a re pending with 
10 others, according to AK in Suss- 
niaii. vice president and general 
manager. V\ BC program sales. 

Station buys are by KCOP Los 
Angeles. WFAA-TV Dallas. KBT\' 
Penver and WTVN-IA' Columbus. 

Third Las Vegas Outlet 
Airs 'Constellation' 

Durability of the Hollywood 1 cl- 
evision Service film package. "Con- 
slellation Features." was evidenced 
with its recent sale to KSHO Las 
Vegas, third station in the market 
tcj purchase the group. 

Consisting of 140 post- 1950 fea- 
ture films produced by Republic 
Pictures. they were originally 
beamed in the Las Vegas area 
by KORK. later picked up by KLAS 
and now b\ KSHO. 

Eispands to St. Louis 

Jim Rogers is the man in cha rge 

of the new George P. Hollingbery 
office in St. Louis. Most recentls 
'\t\ account executive in the repre- 



sentative's Chicago office. Rogers 
previously had a finir->ear lni\ ing 
backgrouiul at two major bro.id- 
cast-oriented agencies in Chicago. 
Me was assistant media research 
manager on I'l'CiG at Leo Burnett 
and a heail buyer assigneil to Helene 
Curtis at Hd Weiss. 

1 lollingbery expects the new of- 
fice to facilitate greater in-depth 
service in the Missouri, Kans.is. 
Nebraska and Iowa areas. 

FM GROUP SELLING . . . 

C I'll 1 1 II lift! from /'</(,•(• 4S 

of sponsors. " There is the ad- 
vertiser who seeks only five or ten 
percent of the total market, and 
if he can sell this much, he will 
reali/e a good priyfit. So he's not 
concerned about the other 90 or 
95 percent." Sakelson says. "Per- 
fumes and steamship lines fall into 
this class. The I'liKe numbers 
won't substantially change their 
media plans. Thev will still use 
a little FM." 

One of the purposes of the 
Pulse figures, he states, is to sell 
FM to those advertisers who do not 
now use the medium. 1 hese are 
the "mass" sponsors who feel FM 
is not for them. 

"The media head of a large 
tobacco firm once told us." con- 
tinues Sakelson. 'when we want to 
reach 10,000 homes in Los An- 
geles, we w rite them a letter." But. 
when we showed him F.MGS num- 
bers, then we got the order," 

The FM Group Sales concept of 
view ing F.M as a competitor of 
its bigger and more powerful AM 
brother is enough to bring to the 
barricades those who believe I'M 
is "special ■ and should be treated 
accordingly. But it is understand- 
able that diverse views a re held 
in this growing industry. 

The question of station repre- 
sentation is also a touch) area. 
F.MGS strongly feels that stations 
in the group should also have in- 
dividual reps. "We encourage our 
stations to have them, but on a 
non-e.xclusjve basis so that the sta- 
tions can also carry major ac- 
counts which w ill buy F.M in large 
enough segments to penetrate a 
market. This is the group concept 
pioneered by F*\1GS," states Sa- 
kelson, "There are m.nn accounts." 
he continues, "that want to buy 
'bits and pieces' or can't afford to 



spv. nd big moiK \ m 1 M 1 hi 

then. IS the ai(.a uIkti. the in 
iliv idii.il repu SL ni.iiui. c.m ilo lus 
job. since "niciiia l)ii)i.rs !or '•c- 
Icttive ,iiul spcciali/cd ai.tutmi^ 
can .iiul will t.ikc the liiiK' lo l«M»k 
at st.itioiis iihIiv klualK 

( )ii M.ulisoi) \\(. line. one 
agenc) executive l.iiniliar w iih 
| \l(iS IS 1 ).ive W edcck. \ ice pres 
ulent and assov i.ite niedi.i super 
visor of Benton and Bowles "We 
have used 1 M Ciroup S.iles foi 
our I e\aco and Philip Morris cli- 
ents." he st.ites. "and the results 
have been most s.itisfactorv 1 his 
service has been verv appreci.itive. 
and an outstanding example of 
I'M understanding our advertisers' 
problems. 1 he group is the t>pe 
of professional sales org.ini/ation 
prov idiiig the kind of service wc 
would like to sec more ol in the 
1-M industrv ." 

What of the future' I Itini.itclv, 
because of its technical ad\ .m- 
tages. S.ikelson sees 1 M becoming 
the leading aural medium. With 
this view of the grow tb potenli.il. 
I'.MGS is now organizing group- 
units in the top 25 m.irkets. ■ 



The combination that really pulls 

MAINE ,m 
LOBSTERADIO 
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ADVERTISERS 

Duiiald I), .loliiisoii :ind May- 
wortli I.. I'iirlow n;imccl \ ice presi- 
dent mid general maiKiger ol Kobcrt 
Wood Johnson Co. iind \i>;e presi- 
dent and general manager ol the 
i-irst Aid Products . for Johnson 
iX: Johnson. Johnson succeeds 
.Inn ICS K, Hiirke w ho was promoted 
to e\ecuti\e vice president in charge 
of marketing. For the past two 
years he served as product group 
director, i-ariow succeeds II. M. 
I'ddle. Jr.. who was named to the 
executive committee. For the past 
two years he was merchandising di- 
rector of Johnson Johnson Great 
Britain, and a member of the board 
of directors and c\ecuti\e manage- 
ment board of the British company. 

.Mrs. Morris Kirscli named vice 
president of No-C al Co. in charge 
of comnuinit\ relations. She is 
wife of the No-Cal president and 
is serxinu as \ ice president and 
chairman of the music school of 
the Williamsburg Settlement, hon- 
orar\ vice presidei>t of the League 
for Parent IZducation. 

.lohii .1. .Mc(;«iiirt\ elected con- 
troller of the Coca-Cola Export 
Corp I'rior to joining the com- 
pany m I ")5S he was principal aiidi- 
ti>r of l-.rnst A: Ernst. Most recent- 
ly he ser\ed as assistant controller. 
Udlierl \. Chraiie, .1. K. Duf field. 
Jr.. and Clule I). Miirlalt, Jr., pro- 
moted to manager of the Marketinu 
Di\ . advertising manager, and ail- 
\ertismi: manauer for Coca-Ct>la 
l-\port Corp. Chrane was formerly 
ad\ertisin<' mana<:er. Pre\ i lusK 
Diilfieid was assistant advertising 
thte.tor and most recently creative 
di reel or lor Coca-Cola's pavilion at 
the W orld\ l air lornierK Marlatt 
served as .issist.int advertising man- 
ager. 

Ili-!ir\ M. Minimi named ehair- 
maii and chief executive oflieei of 
Church iV l)wi"ht Co. 

John 1). I r^mll. Jr.. .ind Iliiir> 
M. Minion named president aiul 
eh iimian. cIiilI executive ol Church 
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A: l)v\ ight Co. Leggett served for- 
merly as executive v ice president 
and M in ton served as president 
since 1953. 

Snniiicl Yale Sliih appointed sales 
representatives for British Overseas 
Airways Corp. A native of Peking. 
China, and a Hong Kong refugee 
since 1949, he served the past nine 
years as a senior account executive 
with Grant Advertising, Hong 
Kong. 

Howard Jacohseii elected vice 
president-sales of Nichols Wire 
and Aluminum Co. He served pre- 
viously as general sales manager. 

Raymond >V. Carlson to retire 
J line 30 as Household Div. vice 
president of S. C. Johnson & Son. 
He joined Johnson in 1932 as sales- 
man and since has served as divi- 
sion head; he was elected vice pres- 
ident in 1958 and served on the 
management committee. 

Alhcrt C. Biiftiim, Dr. Willard J. 
Croxall and »'illiani J. Ferracone 

named vice president of manufac- 
turing, vice president of research 
and development, and vice presi- 
dent of marketing for Three Miles 
Chemical Co. Buffam, a registered 
professional engineer and former 
director of manufacturing, joined 
Miles in 1 95 I as manager of chem- 
ical operations. Since joining Miles 
in 1 95 1 Croxall served as general 
manaujr of Sumner, and most re- 
cently as research development di- 
rector of N Files. Ferracone was 
previously director of marketing. 

AGENCIES 

Charles (), Puffer joined Burton 
Browne Adxeitising, Chicago, as 
vice president. Previously he was 
executive v ice president for Beau- 
mont iV; I lohman. 

I'ileeii McCarlli\ joined John 
stone. Ine as account exeeutixe, 
Mic comes to the ageiie\ from 
' '(n;iir. vvheie she served as fashion 
markuling editor 
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Paul Slater appointed vice presi- 
dent for administratjon and inter- 
national operations for ComptcSft 
Advertising. New York. Previously 
he was vice president and director 
of operations, creative depariracnls 
for Compton. 

Hildred Sanders, vice president of 
Honig-Cooper & Harrington, Los 
Angeles, appointed vice chairmafi Qf 
the Committee on Broadcast Busjr 
ness Affairs and member of the joint 
policy committee on Broadcast Tal- 
ent Union Relations for the Assri, 
of National Advertisers and the 
AAAA. 

Da\id DeuLsch and Stewart 
Brown elected vice presidenls of 
McCann-Erickson. Prior lo joining 
the agency in 1963 as copy group 
head. Brown served as vice pres1=^ 
dent and creative supervisor for 
Ted Bates. Deutscli. senior art di- 
rector, came to the agency in 195'5. 

Erwiii Fishman rejoined FoolC*; 
Cone & Belding. New York^ s^, 
manager of the research depart- 
ment. Since July 1963 he served as 
senior research account executivie M 
Young & Rubicam. Prior to Xhai 
he was with FC&B for eight yearB* 

David M. Calahan joined Need- 
ham. Louis & Brorby, Chicago, a«: 
assistant account executive. Ptie» 
viously he was a partner in Calahfffi 
Co.. Grand Rapids. Mich, 

John R. AI1)ers and Lennari & 
Carlson joined Grant Adverliarg. 
Dallas and Chicago, as accoUJl't 
executive and assistant account c!*- 
ecutive. Albers comes to Grani 
from Campbell-Mifhun Adverlisinl, 
where he served as account ex&0U* 
tive. Carlson ivas previously Nsiih 
\ubrey. Finlay. Marley c"^ Hodpcni 
and prior to entering the agi?ney 
fiekl was assistant retail advx^i-tishjg 
manager for Benjamin Allen & Co. 
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Ahiii W. Kut/ciislciii naiucii \icc 
president i>f Leiiiieii Newell. Inc. 
I'rior to joining the ;itrene> in I ''.'^S 
iis direetor o! teelinie;il lescareli lie 
was associated with I'ostei I) Snelt, 
Inc., chemical consnltants. 

.lanii's C Shellon ji^ned S. I 
Ziibrow Co. as account siiper\ isor. 
Formerly lie served as account ex- 
ecutive with Leo Burnett. loronto. 

Curnl MiillniK'c named assistant 
account e\ecuti\e of l*rwin \\ase>, 
Ruthrauff A: R\an. She was for- 
merly w ith Courtauld's I extiles 
and I'oamite Fire Iixtinguishers. 
both of l.ondon. Fiiylaiul. 

K(l«in (irecn. Kohcrt RaKkc. 
K4.*rmit Uerfjer and Stanlc\ Krciscr 
joined Cat] All) Inc., New ^'ork. 

as secretary-treasurer, account e\- 
ecuti\e, accoum executive and me- 
dia supervisor. Ihirry Danuilo pro- 
moted to comptroller. Green was 
formerly w ith Gumhinner-North. 
J^idske comes to the agency from 
"Woman's Day" maga/ine where he 
was promotion manager. Berger 
was previously associated with Dan- 
iel (S: Charles. Kreiser served the 
past seven years with lienton 
liowjcs. 

V\'ii\ no I'eiinin^lon elected senior 
vice president of Edward Gottlieb 
& Assoc., New ^ ork. He has been 
with the agency eight years. 

Owen A. liriuh and .lolin IIarM\> 
named account executive and crea- 
tive director. respectivcK of Cnmp- 
>cll-E\vald Co., Detroit and Chi- 
ctigo. For the past 14 years Brady 
served Ross Roy, Inc. as v ice pres- 
ident and account superv isor. I lar- 
vey comes to the agency from Leo 
Burnett where he served in crea- 
tive supervisory positions since 
1961. 

James V. Carroll rejoined Dore- 
cnus & Co. O'* account executive. 
Previously he was associated with 
lloremus" public relations depart- 
ment in 1946-56. For the past 
five years he was manager of public 
relations for the Ruberoid Co. 

W. H. Msch joined the creative 
visiff of Mac.VLmus, John Adams, 
hicago. Formerly he was with 
iJie promotion department i>f 
WBBM-T\'. 
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NViiltor Kiddcll promoted to vice 
president of F.arle l.udgm iV, Co.. 
Chicago. 1 le joined the agency in 
19.^3 as an account executive. 

.lohii (•ritfiii promoted to vice 
president and executive art director 
of Fuller iK: Smith ».V Ross. Since 
joining bSR in I M6 1 he served as 
vice president and seniiu art direc- 
tor. 

Patricia .McKemic named media 
director at I Lirris A: Weinstein 
Assoc.. Atlanta. She has been with 
the agenc) for the past six years as 
media buver. 



TIME / Buying and Selling 

I-'red W. >\'cldier. .Ir.. named in- 
ternational media superv isi>r for 
Gardner Advertising. St. Louis. He 
is presentlv chief tiniebuver for the 
agencv . 

Daniel Kane appointed media di- 
rector of the Thompson-Koch Co. 
Inc. I le came to the agencv from 
I atham-Laird where lie served as 
media supervisor. 

(rcne .MacLoaii joined the radio 
sales staff of Advertising I ime 
Sales. New 'S'ork. Formerly he was 
on the radio sales staff of the 
Meeker i o. 

Harrv .]. Spicss elected vice pres- 
ident in charge of finances of Adam 
■S'oung Inc. l"ormerlv he was pres- 
ident of NAN \-Bell-\IcClure Syn- 
dicate. Prior to that he served as 
vice president and director of 
I'nited W orld l ilnis. Koliert Burke 
appointed general sales manager for 
the Radio Div . of Adam 'S'oung. 
He replaces Thomas .L White. ,Ir.. 
who resigned. Most recently he 
served the rep firm as director of 
marketing and sales development 
for I lie 1 elev ision Div . 



TV MEDIA 

I lal I luihipsdii ap|M>iiited sl.itiiwi 
m.in.igei ot K \ 1 1 I \ \in.irillo I K 
comes to the station Irom k \l /- 
I \ Wichita 1 .ills. Ic\ where he 
was commercial m.in.igcr 

Richard (°. I lirall named .is 
sistant program ilirector of K I )K \ 
I \ Pittsburgh. I le joined the st.ition 
in IM59 as public .itl.urs director 
His successor vull be I hmiias U<ise, 
vvhi> has been a producer -directi>r 
at K DK A- 1 \' for two ve.irs. 

Bill >N iiereli named prouram 
manager of k\W-l\ Cleveland 
.Most recent Iv he vv.is assistant pro- 
motion manager at KDK \- 1 \ 
Pittsburgh. 

Lowell ()li\er appointed promo- 
tion merchandising director of 
KOA-A.M-IM- I \ ^ Denver He 
joined KO.A in 1 96 1 . 

Allen I). Clirisiiansen appointed 
promotion manager of W(JAD-'l\' 
Moline, 111. Previous]) he served in 
the same capacitv for KF TX' Omaha 
and K\' [ \ Sioux Citv Iowa. 
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RohiTl I), (iordt)!) iianicd general 
nuinager of WCI'O stations Cincin- 
nati. Prior to joining the station in 
1961 as assistant general manager 
he was operations manager and 
local-regional sales manager of 
KTUL-TV Tulsa. 

Dean B(»rl)u elected ehairman of 
the California Associated Press for 
1964-65. He is program manager 

of K\TV Sacramento. 

U. II. Misc'iicr named director, 
network sales development, for 
CIA' television Network. Formerly 
he was manager of the Broadcasting 
l)i\. of Canadian Marconi Co. and 
general manager of CFCF-TV/R 
.Montreal. 

.lohn A. Schneider, CBS vice 
prs-sident and general manager of 
WCAU-'I A' Philadelphia, elected 
director-at-Farge and member of the 
board of directors of the Pennsvl- 
vania Assn. of Broadcasters. 

Dolores M. l-'iiihi> joined the pub- 
licity department of KTTV Los 
Angeles. Formerly Miss Fin I ay was 
siiper\isor of KNBC press depart- 
ment. 

Uoii Piilcra appointed assistant 
promotion manager at WITI-TV 
Milwaukee. Previously he served 
as copywriter for Ge\er. Mores . 
Mallard AcKertising. Chicago. 

Koherl H. .lohnson appointed 
controller of CBS-'IA' Hollywood. 
Suice joining the network in 1960 
he served as assistant controller. 

.lack Di\ promoted to assistant 
general sales manager of W FAA- 

I \ Dallas, I le has been a member 
of the station's sales staff since 

1 9S,s aiul most recently local sales 
nianaL'Ci . 



RADIO MEDIA 

\iin Petrie named editor in the 
New ^'ork Coile Office of the Na- 
I loiKil \ssn ol Broadcasters. She 
h.is been contmiiit\ acceptance ili- 
I ctor at W \BC-I \ New York 

liKC 1961 
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Adam K. Riggs appointed local 
sales manager of WDAS Philadel- 
phia. Formerly he was owner and 
manager of Broadcast Time Sales, 
Philadelphia. 

Douglas Campbell resigned as 
sales manager for KABC Radio 
Los Angeles. He has been with 
ABC since 1950 and joined the 
station's sales staff in 1959. 

Jack Ackcrman appointed re- 
gional director of Radio Advertis- 
ing Bureau in its member service 
department. For the past four years 
he was general sales manager for 
WGSM ^Huntington and WGBB 
Frecport. N.Y. 

Cordon Mason named general 
sales manager of KTLA Los An- 
geles. Formerly he was national 
sales manager with Golden West 
Broadcaster's Radio Div. 

Slerling Bceson named account 
executive at WINZ Miami. For the 
past two years he was associated 
with Pulse, Inc., New York. 

\\'illiain Nighlingulc appointed 
sales promotion and marketing 
ma nager of W'MCA New York. 
Formerh he served Fairchild Pub- 
lications as promotion manager for 
Supermarket News and Drue News 
Weekly. 

Dave Morris named publicity 
chairman of 1 964 Houston inter- 
national Fair. He is president and 
general manager of Texas Coast 
Broadcasters. 

Clayton 11. Brace named to the 
Sail Diego Cit\ l.ibrarv Board. He 
is vice piesiilent of lime-Lile 
Broadcast. Inc. and general man- 
.luer of KOCiO San Dieuo. 

Neil Vslin appointed acting pro- 
motion niaii.iger for W'ICN st 
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tions Minneapolis-St. Paul. He soc^ 
ceeds Howard W. Coleman, who re- 
signed as promotion director to jfitl 
the A. C. Nielsen Co. as sales pro- 
motion director for Nielsen NSl 
Service. 



SYNDICATION 
^ SERVICES 

John R. Thayer appointed prod- 
uct manager of market reports al 
the Arnerican Research Bureaff, 
headquartering in Bcltsville, Md. 
Previously he was ARB's technical 
director of market reports and spe- 
cial tabulations. Maurice B^irWigf 
and Joseph Poulin appointed tech- 
nical directors of market report! 
and special tabulations, respectively.s 
following the promotion of Dr. 
Thayer. 

Howard Weis.sinaii appointed 
public relations consultant of Offi- 
cial Films. Hal VViTliarasim retains 
his post of director of promotion 
and publicity. 

Jerry Kahn joined Photo Con> 
munications Co. as vice prcsideiJI 
in charge of television. Formerl;| 
he was assignment majiae:cr df 
WCBS-TV News. 

Harley Lucas joined Vic Piatifl 
As.sociates as account cxcculifei 
Previously he was salesman 
WEWS-TV Cleveland. 

Michael Stehney appoinlcd dircf- 
tor of WCD. inc. of the Food mi 
Appetite Div. 

l>avit| B. Brouf elected A'ice prm- 
ident of J. M. Mathes, Inc. He li 
head of the research departmcnli 

Ra) Junkin named vice pfcsidstni 
of Screen Gems (Canada) LIS. 
Since joining the company in \WM 
he ser\'ed as general majiagcr. 
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COMMERCIAL CRITIQUE 



No ti3rci chances! 



Bij (inurficr 'I ripp 

Kiev jircsidcni and cop) uronp hoiid 
J.. VVoliiT rii()in|ison (\). 



■ Rid Smith, some years :igo, 
quo led a non-admirer of Joe Di- 
Maggio who uatelied the maestro 
nialen'ali/e as if by magic in front 
of a line drive. "Look at that guy." 
fie muttered. "Ten years I been 
\¥atchin* him out there in eenter 
field, an' he ain't had a hard chanee 
yet!" 

The real pro in any business 
never lets us see the effort he puts 
into his job. 

.So it is with an effective tele- 
vision commercial. 'ITie harder ue 
appear to be trying, the sooner we 
irTitiTte our viewer or lose his at- 
tention. The easier, the more in- 
evitable our message seems, the 
better. 

The temptations a re great, of 
I course, to cha rge upon our audience 
like Pickett leading his men to 
Cemetery Ridge. 

I For one thing, our commercial, 
on its way to final approval, may 

I have met the kind of executive 
whose principal contribution to ad- 
vertising is the inspirational speech. 
Young writers have been known to 
tejive such a meeting convinced 
that their leader will settle for noth- 
ing less than hand-to-hand combat, 
the bloodier the better. 

Another temptation to the fran- 
tic school of writing is the cost of 

ititiie and production. Nowhere is 
sifence more golden than in the 
\ound track of a tv commercial. 

>lf we take $40,000 as the cost of 
a typical network minute, we are 
spending 5666.66 per second to 
let our announcer pause for breath. 

And yet. it may be that a well- 
timed pause will bring more divi- 
dends than any other investment an 
advertiser can make. 



If you were sitting across from 
my typew riter right now. trying to 
sell me your company's product. 
I'm sure that some of the most 
elot|uent moments would occur as 
you paused, to let me absorb your 
ideas, or simply to ga/e in admir.i- 
tion at your product or its picture. 
And no one would accuse you of 
selling too "softly." 

Another influence toward ver- 
bosity is the difficulty, even for the 
w riter. of realizing just hou effec- 
tive a well-photographed scene can 
be all by itself. A sequence that 
seems, in script or storyboartl. to 
cry out for an announcer's explana- 
tion may turn out to be even more 
effecti\e w hen played against silence 
or music. 

Experienced clients w ill [vrmit 
and encourage new audio to be 
written after the first rough cut 
screening. This is the point in time 
at which dramatic improvements 
can be made in many commercials, 
provided the people w ho are re- 
sponsible haw the freedom to do 
so. 

On some occasions, we have 
w ritten entirely new commercials 
after seeing the first cut; on others 
we write no audio at all until after 
the film has been shot. There are 
some slight risks in this latter pro- 
cedure, but the rewards are great. 

And always, it seems to me. the 
audio we w rite after we see the film 
is shorter, sharper and more ef- 
fective than the words we fashion 
to accompany \ ideo that exists 
only in our imagination. 

In recent years. t\ commercial 
writers hav e made vast strides in 
the Use of silence, unity and re- 
straint. But the need continues to 
grow. As our commercials are sur- 
rounded by more and more other 
announcements, on man\ different 
subjects, we must provide our »iw n 
buffer /one to help the v iewer col- 




GRANGER TRIPP 

entered broadcssling a radio an- 
nouncer and writor n Schenoct^dy, 
N.Y, Ho joined J. Waller Thomp^cn 
Co. a% a tv commoreial writer in 19S3 
and i% now a vice president and copy 
group head. Ho hai been clos«ly 
aisoctalod with tv commerciak for 
Easlman Kodak since 19SS. 
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lect his w its and turn his atteiu.on 
to our message. 

Perhaps what we need nu>st o{ 
all is a re-examinatii>n of the word 
"hard" in the "hard sell" \\c all 
seek to aeh ieve. It is clearly a mis- 
take to assume that "hard sell" 
equals a loud. fast, audio track and 
lots of flashing opticals on the 
screen. 

\\ hat needs to be "hard" is 
strength of our selling idea, the 
clarity o( our demonstratis^ns. the 
logic of our words. 

What must be hard is the extra 
effort on the part of the writer who 
vv ill revise and revise until he dis- 
covers, on the twelfth trv . a gaggle 
of garruU»iis adjectives he can safel) 
eliminate with a resulting impr -ve- 
ment in elaritv and impact. 

What must be even harder is the 
self-discipline of the represent I'lvc 
or client vv ho viill decide, alter all. 
not to beg (or that one more extM'i- 
eous copv point so dear to his heart 

"Hard sell."' It seems, sliould 
mean hard work on the p.irt of iis 
who make the commercials, not .1 
series of h.imiuerlike h'o 1 ■> 1 1 .>n 
those who watch them 

\nd the true m.irk of suecv ^s r 
the commercial th.it .leh ^v^v. its 
go.il III the manner of the i:raeetu 
Yankee Clipper, who "iKier luid 
a ch.inee vet ' ■ 
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JUNE 

Aiiicriinn Kfsc:irili .McrilKiiidisiii}; 
Iiistitiile, Del ( "uroiKido, Sun Dicgu. 
(to (>». 

S:ik's Vhirkctiiiji I'.\eciitives ('lull. 

( lucaiio. noon luncheon. Sherman 
House, C hicago ( I ). 

M$C'- I V ;iii(| R;i(li() Affiliules Con- 
vention. He\crly Hills Hotel, Los 
Angeles. C'alit. (1-3). 

TeelMiiciil Assn. of llic (Jnipliic 
Arts, convention. Webster Hall, Pitts- 
burgh (1-3). 

.MCA Inc.. annual stockholders 
meeting, Sheratoii-Mlaekstone Hotel. 
Chicago (2). 

Aincriciin Women in Radio and 
'I ek'\isi(»n. Chicago C hapter, annual 
limner. Tavern Club. ( hicago (3). 

Cini:i(li:iii I division Connncrcinls 
I'eslivnl, Ryerson Institute of I ech- 
nologs . Toronto, Canada (4). 

National N'isnal I'resonlation Assn., 

"Da\ of Visuals." ( ommodore, New 
York (4-6). 



M:irkcliiij: Kvecntives Club of New 
\'ork, convention, Rndio City, New 
^ ork (4-7). 

\\_\»»nii!ij; Assn. of IJroadcaslcrs, 
spring convention. Wort Hotel. 
Jaekson. Wyo. (5-7). 

Advcrtisinj; Federation of Amer- 
itii, CiOth annual convention. Chase- 
I'ark Phiza Hotel, St. Louis, Mo., 
(7-10). 

International Advertisin^ Film 
IVstival. Palazzo del Cinema, Venice, 
Italy (7-10). 

International Advertising Assn., 
16th annual world congress, Waldorf- 
Astoria, N. Y. (7-10). 

Aiiierieun Academy of Advertisinji, 
annual convention, Chasc-Park Hotel, 
St. Louis (7-10). 

Special Libraries Assn., 55th con- 
vention of advertising and publishing 
divisions. Sheraton- Jefferson Hotel, 
St. Louis (7-1 1). 

Intl. Radio & Tv Society, first 
Legion of Honor presentation din- 
ner, at Waldorf-Astoria Hotel. New 
York (cS). 

United Artists Corp. annual stock- 
holders meeting. New York (9). 

Non-Scctnrian National Hihie Coni- 
niiMiications Congress, Sheraton Park 
Hotel. Washington, D C. (10-1 3), 

Nen ^'ork Clmpter of Broadcast 
Pioneers, final meeting. Park Lane 
Hotel, New York, (1 \l 

Col(»rado Broadcasters Assn. meet- 
ing. Lodge at \'ail. Vail Vilhme. 
C\ilo. (11-13). 

Mntnal Advertising Agency Net- 
work, national business meeting, liis- 
marek Hotel. Chicago (11-13). 

Georgia Assn. of Broadcasters, 29tb 
annual summer convention. Callaway 
(iardens. Cia. (13-16). 

National Assn. of Displny Indns- 
tries. Trade Show Bldg. and New 
Yorker Hotel, New York (13-IS). 

American Marketing Assn.. 47th 
national conference. Sheraton Hotel, 
Dallas (15-19). 

Assn. of National Advertisers, an- 
nual tv adv ertisinu w orkshop. Plaza 
Hotel. N. Y. (17).^ 

Broadcasting Kxecntives Clnli of 
N. I'., spring convention, Somerset 
Hotel. Boston (IS). 

lederation of Canadian Advertis- 
ing & .Sales Clnhs. 1 7th annual con- 
ference. Nov a Scotian Hotel. Halifax, 
N S ( LS : 1 ). 

Assn. of Independent .Metropolitan 

Stations, annual meeting. Montreal. 
( .in, id 1 ( LS-21 ). 

National Vdvetlising Vgoiicy Net- 
v\(»rk, 1 *)(.4 management coiifereiue. 



Far Horizons Hotel, Sarasota, FW 
(21-25). I 
Internationa^, Design Conference* 
Aspen, Colo. (21-2,7). 

S. C. Johnson & Son, "Global 
Forum" for 175 officials from 37 
countries, Americana Hotel, H.Y. 
(21-26). 

Radio-Television News l>ire<:tft«s 
Association, national spring meeting, 
Cherry Hill Inn, N. 1. (22-26). 

Natl. Assn. of Television & Radtp 
Farm Directors, spring-summer metl^ 
ing, hosted by Northwest Regron,, 
Cherry Hill Inn, N. J. (22-26). 

Transanierica Advertising Agencj? 
Network, annual meeting, N. Y. (23- 
27). 

National Editorial Assn., anriU^l 
convention, Hotel Commodore. N. Y. 
(24-27). 

Maryland - D.C. - Delaware Breajfir 
casters Assn., annual convention, Al- 
lantic Sands Motel. Rehoboth Beaeti, 
Del. (25-27). 

Assii. of Indastriiil Advertigerjf, 
42nd annual conference, Sheraton 
Hotel, Philadelphia (28-July 1). 

Insurance Adverlisiiiu Conferentje, 
annual meeting, Chatham Bars Inrt, 
Chatham, Cape Cod. Mass. (28-Jul| 
1). 

Advertising Fedcriition of AniieTi'ca, 
sixth annual seminar in marketing, 
management and advertisijig. Harvard 
Business School, Boston, Mass. (.28- 
July 10). 

First Advertising Agency Networfe 
annual convention, Boyne Mountaijii 
Lodge, Boyne Falls. Mich. (2S-July 3%. 

I 

JULY 

Advertising Assn. of the Weslj. 
annual convention. Sun Vallev. l.dah'O; 
(5-9). 

National Food Brokers Assn., mtd- 
year management conferenee, SeAttls 
(12-15). 

Nafioniil lns|itnte for AudiH- 
N'isnal Selling, annual eonventipiii 
Indiana Univcrsitv. Blooniington (12- 
16). 

Niitiewml Ilonsewnrc* Mfrs. Asffi» 
exhibit. Alerchandise Marti Chieago 
(13-17). 

>Vcstern Fackagilig E\|jasitfon, Par^ 
Pacific Auditorium. Los AnglL^ 
(21-23). 

New York Stiite Broiifdc»«ie'S 
Assn., third annual executive e#J- 
ferencc. Cooperstown. N. Y. (30-31). 

Annnal Siiniititr V\'iitk*iliop: fu 
Television and Riidio, NCw Yitrk 
Cniversity. New York (29-Aug. 7). 



Q:what 

broadcast 
trade publication 
led its field in 
all large-scale 
surveys of agency 
and advertiser 
readership 
during 1963? 

A: SPONSOR! 

*Want full details? 
Write SPONSOR, 
555 Fifth Avenue 
New York 10017 



Now! WADO 

goes 

Spanish 

all day 

5:00 A.M. to 8:00 P.M. Only WADO Radio covers 
the Spanish-language market in New York, 
New Jersey and lower Connecticut! 



THE FACTS: As of June 1, 1964, Ra- 
dio N^'ADO expands its prograni- 
rolng to the Spanish-lanfiuafje market 
as follows: from 5:00 A.M. to 8:00 
P.M., .Monday throujjh Saturday; 
9:00 A..M. to'8:00 P.M. Sundays. 
Xow co> erase \\\\\ be 15 hours a da>, 
101 hours a «eck of Spanish prime 
time programminf;. 

THE REASON: POPULAR DE- 
MAND! Demand by loynl listeners. 
Demand by community and civic or- 
ganizations which have requested our 
ari'at, o\erall coverage. Demand by 
advertisers u ho uish to put more 
messages before those listeners. The 
I additional programming means that 
I now WADO Hsteners will wake up. 
'>^ork. drive home, and cat dinner 
with their constant companion, their 
authoritative source of news a n d 
community information. 

THE IMAGE - BUILDER: The 

i^VADO philosophy of respect for 
. he Spanish-speaking community has 
'csulted in tremendous respect for 
A'ADO by the Spanish-speaking 



com nui nity. Its progra niming, its 
comnuinity serv ice have w on it com- 
plete acceptance. It has received 
award after award. Among them: an 
award for its work for the Crippled 
Children and Adults of Puerto Rico, 
and an award from the Mayors of 
Puerto Rico in recognition of out- 
standing service to the Spanish com- 
munity of New York. I'his was the 
first time a medium in this area ever 
received such an olVicial award. In 
one year. WADO received awards 
from leading civic organizations and 
Spanish publications for: the best 
musical program, the best radio 
station, the announcer of the year, 
program director of the year, and 
best public service program of the 
year. WADO's annual search for 
.Miss Latin America has become a 
classic. No wonder an audience of 
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1,300.000 Spanish-speaking people 
stay tuned to WA DO, listen to 
W.ADO. buy from advertisers' mes- 
sages broadcast from WADO' 

THE MARKET: I his is j concen- 
trated market. It is enormous in si/e. 
It's bigger than that of Seattle or 
Milwaukee. larger than Miami and 
Tucson combined. It is d liferent in 
characteristics from an\ other mar- 
ket. 1 1 IS different in heritage, 
thought. wa\s. habits and tastes // 
iv \unis\iitUx hntnd mid \tcilu\ < o/i- 
\(unis. This burgeoning New ^'ork 
market earns SI hilhon tinnudilv 
Right now. It spends o\er $2-^0 
fnillidn on /(><»(/ alone, more than the 
cities of Richmond and Bridgeport 
combined. )'ou (an reiu h this umrkei 
only \n the Spanixh /u/icwn (,'«'' 

THE OPPORTUNITY: Here s >our 

opportunity to re;ich this rich and 
important market — through W \DO 
We invite you to discuss with us in 
depth — • research, marketing, cop\ 
interpretation, distribution and mer- 
chandisinc to our audience. 



,\ Macfadden-Bartell Hroadcastins Station 
N-EW ADDRESS: 205 East 4:nd St.. New York 17. N. Y. 212 532-9266 Contact S>dnc> Kavalccr. V P. and Station Man.igcr 



Like, what he means is— VVGAR beUeves And the buyin«jest. Take our 1963 WGA 

that rA<\\o shouki offer something; besides Trans-Canada Air Lines "Friendly Tour 

noise. I'or people who want to listen, instead promotion. 447 people bought the $47 
o{ jiist hear. Square! Ntavhe 
cornered the listenin^^est 

hunch of listeners in Cleve- ^^^^ ^ ^^^^^^^^ When our Hste«e 

laoiland northeastern Ohio. ' want to fly, they take a 



l^ut %ve\ e day trip packa<ie! TCA was tickled to AqMI 
GOOD SOUND RADIO But then, we could have Ip' 



^ 1220 

PEOPLES BROADCASTING CORPORATION • CLEVELAND. OHIO • REPRESENTED BY BLAIR RADIO 



